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CONCEALED ILLUMINATION OF THIS WINDOW 
Preserves its Architectural Beauty for Night Display 


This night view of the Schrafft Store in Boston illustrates how skilled illumination 
augments excellent architectural form. 


By directing evenly distributed light from above the window heads, up against a 
shirred golden-yellow drape, the unusual design of the upper section was accen- 
tuated for night appearance. Both from the aesthetic and the sales viewpoints 
this treatment effected a store front particularly well suited to an organization 
demanding the highest artistry. 


For over 70 years the creation of the unusual, the beautiful and the practical in 
store illumination, has been our sole aim. Allow us to aid you with your store 
lighting problems. 


THE FRINK. CORPORATION 


373 LEXINGTON AVENUE * NEW YORK, N.Y. 
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PALMENBERG 


INC: 


ORIGINAL DESIGNS 
TO DISPLAY 


—Gloves 
—Hosiery 
—Handkerchiefs 


—Jewelry, etc. 


WwW 


For Spring 


See the many New and Modern Fixtures 
now on Display at our Showrooms, or 
write for our new booklet, ‘‘Modern Metal 
Fixtures.” 


vW 


J. R. PALMENBERG’S SONS. Inc. 


CHICAGO 
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IN THIS ISSUE 


“Bathing Apparel” headlines the 
current DISPLAY WORLD. An- 
ticipating the desire for summer 
beach attire soon to develop, it un- 
folds the details of successful show- 
ing of such garments in previous 
years and brings to the attention of 
the reader elements which have been 
most productive in formulation of 
appropriate window plans. 


“Vacation Nears” brings the 
reader to grips with the great issue 
of summer. It focuses attention on 
the many needs that summer dis- 
closes and points the way to the 
arrangement of windows with puls- 
ing appeal to the vacationist. 


“Factors in Successful Display- 
ing,’ by Carl H. Shank, skillfully 
epitomizes the fundamentals of pro- 
motion via the window. It takes 
the reader behind the scenes in the 
big store that Shank serves and 
reveals the methods mapped out 
there for extracting the utmost from 
the medium. 


The niche is swinging into favor 
again, according to Coleman Mc- 
Campbell, New York staff corre- 
spondent. In his April account of 
Fifth Avenue vogues he covers a 
period rich in its exploitation of 
new materials and ideas. March 
was as sparkling as February was 
dull and disappointing. McCamp- 
bell’s quick appreciation of new 
fads and vagaries makes his month- 
ly stories supremely valuable. And 
he was never more interesting or 
informative than in his current 
review. 


“Shoes and Human Interest” re- 
counts the steps taken by an able 
southern trimmer in bringing dis- 
plavs of a modest shoe store to a 
parity with. department _ stores. 
“Mannish Backgrounds” points to 
the errors of choice of materials for 
men’s good often noted. Mascu- 
linity is as desirable in these trims 
as daintiness in feminine displays. 


J. Duncan Williams brings a re- 
view of State Street spring open- 
ings in his monthly letter on Chi- 
cago Windows. Carroll Van Valin 
vividly outlines what good displays 
can do for drug stores. Clara Rue 
catalogues the styles and colors in 
shoes to be featured this season and 
tells how to select them for the cos- 
tume ensemble. 


Will H. Bates continues his dis- 
cussion of balance and arrangement. 
This ‘nstallment deals with “The 
Step,” very much‘in vogue lately. 
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The Most Undeveloped Selling Aid 


--DISPLAY 


VASTLY undeveloped aid to selling in all stores is 
A display. I would place the art of display as one of 
the most important in all my selling plans. Nothing, 
to my mind, is quite so vital. 
Changing styles and changing manners in people require 
change of thought in the presentation of those things depart- 
ment stores have to sell. 


The various mediums used in advertising and presenta- 
tion_often become inadequate. Many of us have been too 
content in the past to rely upon pictures and words to be 
the principal stimulus of buying inspiration. 


Pictures and words cannot adequately cover the char- 
acteristics necessary to building up appeal. 

There is nothing quite so tells the story of merchan- 
dise as a close sight of it. There is nothing quite so well 
sells toothpicks or automobiles as inspection of that article 
at close range. 

It is our duty, then, to find every possible way and 
means to bring to the customer’s attention those things we 
have to sell. 

When we consider display, we should consider it in 
terms of our own business. Think of every selling possi- 
bility in our business place as well as outside of it. We 


By Justin A. Rollman 


President, Rollman & Sons Co. 


must look for exactly the right manner to introduce and tell 
our customers of our products. 


There should be departmental displays for every type of 
merchandise sold. These rank high in advertising value and 
should be so designed and coordinated. 


The purpose the product serves must be closely linked 
with every selling force used. The ensemble idea, now in 
vogue, adequately symbolizes this. 


When a woman buys a hat she is not.just purchasing 
some headgear. She is buying the hat to complete the effect 
of some costume she has in mind. It remains then for the 
millinery department to use co-related displays that will show 
the customer this possible effect. Department stores have 
this advantage and such displays will prove of immense mer- 
chandising value. 


Displays should be coordinate in all departments. There 
should be harmony and relationship in all display, whether 
of kitchenware, lamps, linen or shoes. 


By this method we can build appeal, relieve the cus- 
tomer of indecisions and mistakes in buying and bring 
about a spirit of confidence and good will toward our 
store that pictures and words alone can never accomplish. 


How to Get Better Displays 


The first essential is to have someone trim the windows 
that knows how to do the work. 


If you do not have an experienced Display Man you 
can send one of your brightest clerks to the Koester School 
and in eight weeks time he will be a full fledged Display 
Man. 


Clerks who are ambitious to make more money should 
try to interest their Boss in sending them to the school, or 
should arrange some plan whereby the store will pay part 
of the tuition. 


The school will be glad to advise you how others have 
worked out such plans. 


Now is the time to act. Make your windows produce 
results as soon as possible. The longer you wait the more 
money you lose. 


Our twenty-five years’ experience in teaching has enabled 
us to build up a course that gives you most instruction in the 
shortest possible time. 


Twenty-five years of successful teaching and over 20,000 
graduates is a record that assures you of the dependability 
of the school and the value of its training. 


CHANGING CONDITIONS are spurring thousands to action now. Your ability, 
plus KOESTER training, will fit you to meet these conditions. 


Write for advice on how 
to get Koester Training 





THE KOESTER SCHOOL 


314 S. Franklin St., CHICAGO 
Instruction Department of 


Dry Goods Economist, National Dry Goods Reporter, Boot & Shoe Recorder, 


Jewelers Curcular, Hosiery Age, Iron Age, Hardware, etc., etc. 
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March 18, 1930. 
DISPLAY WORLD, Cincinnati, Ohio. 

Just a bit of information for our window plans. I 
am enclosing a rough sketch for an idea as to how to 
paint the backs and ceiling of them. As stated the 
panel work is blocked in a way that they do not run 
to the top. However, they are planned in a way that 
makes a pretty panel. 

I have just a bit of trouble in the north end of these 
windows as they are paneled in glass for light in the 
store; however, I now have them covered in a fancy 
design of paper. The north is the entrance from the 
store into the windows, and, of course, the door is also 
one of these panels. There is a smaller panel of glass 
above, just like the sidewall of the window, and here 
is where I need information. 

I want to change the color scheme of the windows 
and ask for this information, as we feel sure you are 
in a position to give it to us. Will also appreciate 
information in dealing with screens and as to color for 
them after carrying out your suggestion in painting the 
windows. Or should we not change the panels—how 
would you suggest making panel screens for the win- 
dows and what color scheme? We are more interested 
though in painting these two size panel blocks and shall 
thank you very kindly for this information, as well as 
any information you may give us regarding back- 
grounds and screens for windows the shape of ours. 
You will note they are “busters” and it takes a country 
merchant quite a bit of time trying to keep them look- 
ing good. This information will be greatly appreciated. 

Yours very truly, 
_ O'NEAL’S 
For the attention of O. N. HARGIS. 


OBBY windows always constitute a problem be- 
cause their backgrounds, in reality their side walls, 
get much less attention than their decorations appar- 
ently should warrant. Large windows are not helped 
to any great extent by the use of screens except when 
these back up a unit of small wares, millinery or some- 
thing of that character. The only alternative as far as 
painting is concerned is to change over to green or 
tan, either color being neutral and easily adapted to 
any type of merchandise. If you would cover the 
old panels with a sheathing of maple to be installed 
by cabinet makers you could achieve a wonderful 
effect, but a much less expensive means to vary the 
appearance of the walls would be through covering 
them with coarse fabric in a pastel shade, or a bright 
felt. Either substance may be stretched over wooden 
frames of from three to six feet in width which can 
be butted together to form a solid wall. The latter 
plan seems to be very highly regarded by leading 
department stores and certainly brightens the back- 
ground without materially adding to the overhead of 
display operations. 





Chicago, Ill., March 20, 1930. 
DISPLAY WORLD, Cincinnati, Ohio. 

I would appreciate very much if you would help me 
with ideas for an Easter trim. 

This is a men’s clothing shop, on a very busy corner, 
and I would like to put in a very striking window for 
Easter. Any ideas or layouts would be appreciated 
very highly. 
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Enclosed you will find a sketch of the window. I like 
a light trim. 
Hoping to hear from you soon, I am, your subscriber, 
J. R. COOPER, 
2750 W. North Ave., Chicago. 


I. would suggest either set pieces or background 

panels in apple-green or lilac. These strongly 

seasonal colors will supply all the necessary atmos- 
phere. 

If you wish to completely mask the backgrounds 
you may do this by stretching fabric or felt on wooden 
frames 2 x2’s from three to six feet in width. These 
can be butted together forming a solid line, the seams 
scarcely showing. Set off by silver appliques or 
panels covered with silver paper they will be very 
attractive. 





Brooten, Minn., March 19, 1930. 
DISPLAY WORLD, Cincinnati, Ohio. 

I would appreciate very much some information per- 
taining to hardware window backgrounds. Our win- 
dows are nineteen feet long and eight feet deep by 
nine feet high. Our backgrounds are in panels, each 
about six feet high and with glass above the panels to 
the ceiling. Now, the “boss” is going to take out the 
panels and put in glass to within twenty inches of the 
floor. Is it advisable for him to do this, also are the 
modern hardware store fronts built this way? We 
sell hardware and furniture, and our furniture stock 
occupies one-half of the store. 

The store faces the west. The reason for changing 
the front is so people can look into the store and see 
the merchandise. This town has a population of 800 
and lights are not turned on in windows or the store 
in the evenings when the store is closed. 

Please give me your opinion as to advisability of the 
change. It will make it more difficult to trim our 
windows, as I use set-pieces of various designs and 
colors and the wooden panels are very handy to tack 
crepe paper on. 

Respectfully yours, 
GILMAN HAUGEN. 


OUR question on the use of glass in background 
panels calls up a subject that has been warmly 
debated during the last ten years. It brings to mind 
an address to the Pacific Coast Displaymen’s Con- 
vention two or three years ago, in which the window- 
man of a well recognized San Francisco furniture 
house told of his experiences. 

His employer felt that the windows should be 
thrown open so that the passers could look directly 
into the store. It took this displayman about two 
years to convince his employer that trade was not 
increased, but in fact, cut down because of the change 
in arrangement. 

The glass panels above your wooden background 
are not improper—in fact, they have considerable 
value because they permit the light to go through 
what ordinarily would be an opaque background. By 
putting glass in the bottom panels an awkward sit- 
uation will be created. You will find the difficulty 
(Continued on page 49) 
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FUTURA DISPLAY UNITS 
52-Piece Set - - $35.00 














Illustrated above is the complete Futura Set. Units are 
finished in Metallic Silver on one side and Metallic Gold 
on the other, with Futuristic designs in contrasting black. 
Easily one of the most beautiful and most versatile sets ever 
offered to you. 





of Display. Space 
with this New Set 


Circura Sectional Display Units provide a wealth 
of space on which to show small wares and larger 
merchandise of every description. In any of their 
many distinctive arrangements they give your goods 
the proper atmosphere and background. All units are 
perfectly matched, substantially made and beautiful 
in form and proportion. 


The Circura Set consists of 25 pieces, including two 
double faced frames, each slotted to receive two 
7”x11” show cards. These frames can also be used 
as background screens or for the display of merchan- 
dise. Solid displays up to 72” long can be built with 
Circura. 


Four Beautiful Finishes 


Circura is finished in four distinctive surfacings 

as follows: 

l Metallic SILVER embossed in conventionalized 
leaf design. Set of 25 pieces—$25.00. 

ya Metallic BRONZE embossed in hand-hammered 
effect. Set of 25 pieces—$27.50. 

3 Royal Blue or Midnight Black silk-finished 
velour. Set of 25 pieces—$30.00. 


Distributors Wanted 


Circura and Futura Display Units are sold only through 
authorized distributors. Some choice territory is still open 
to jobbers with ‘prestige and well-organized sales forces. 
Excellent proposition and discounts. Write for full par- 
ticulars. 





THE SCHOEPFEL COMPANY 

Dept. D-4, 2832 Beekman St., Cincinnati, O. 
Please send us complete literature, full 

particulars, and name of nearest jobber on 

(_] Circura Display Units, [J] Futura Display 

Units. 
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An appropriate display by E. White, The Vogue, Chattanooga, Tenn., making good use of an island. 









MEMORIAL DAY 


The end of May will be marked by recurrence of 
this patriotic holiday. While the schemes for depic- 
tion of the service given the nation by the brave dead 
are not difficult, it is essential that they be dignified 
and orderly in balance. Peace, rather than war, should 
be the theme given prominence, for this was the goal 
of the fallen soldiery and is not promoted by stress 
of guns and bayonets. 
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A curved background of fabric mounted on wooden frames as employed by Frank Stevens, at 
McCreery’s, New York, during the winter resort season. 


SBATHING cAPPARE 


A Bit of the Glamor of the Beach, a Bit of Sunshine and Warmth, the 
‘ Tang of the Sea Breeze and the Mystery of Mythology 
Are Ingredients of Productive Displays 


APIDLY warmer’ weather approaches— 
weather that will find the thermometer thump- 
ing as the mercury climbs. It'll be hot with 
a heat that is oppressive, heat that makes the 

city dweller rush for relief to the open and the comfort- 
ing coolness of stream and pool. How can the sales 
impulses of this period be translated into actual sales? 
How shall the alert displayman seize upon the occasion 
and extract from it all possible profit ? 

It is not always practical to look backward to prece- 
dent for guidance, and yet the safest course is to adopt 
a tested plan and alter it to meet local requirements. 

In considering bathing attire, this is the plan that 
is being pursued in this review. We believe that many 
sound ideas can be derived from last year’s procedure, 
and even from the Palm Beach displays that went in 
in January. For they were but the forecasts of what 
torridity will bring to northern beaches. From both 
expositions of the subject ideas can be gleaned that 
inay be enlarged upon or altered to cope with the copy- 
ist’s necessities under complete assurance that repro- 
duction is not fraught with the dangers of experiment. 

In handling bathing attire there are so many modes 
of expression that they stagger the imagination Ever 
since the dawn of history man has been imputing per- 
sonality to sea and stream, peopling them with strange 
beings, crediting them with strange powers, and alter- 
nately shuddering at their mysteries or glorying in the 
balm of their beaches. 


There is much value to the displayman in the myths 
and even more in the lure of beach and bath. Playing 
upon the first produces for the windows eye-gripping 
attractiveness, which is the first necessity for all good 
displays. The second presents the pleasure at the dis- 
posal of the buyer the moment that preparation for the 
Leach trip is made. This, undoubtedly the most effec- 
tive appeal, however, has its limitations. If this plan 
is followed to the exclusion of all other subject matter, 
it must be resolved into a pure and simple merchandise 
presentation or a depiction of beach and bath house. 
This has been done so often that the resulting windows 
lack both originality and attractiveness. Perhaps a 
combination of both ideas is the ideal program. 


BIT of the glamor of the beach, a bit of sunshine 

and warmth, the tang of the sea and a reasonable 
admixture of mythology are ingredients calculated to 
produce appealing displays. It will pay to keep them 
simple and subject to ready inspection. 

Two years ago a central western displayman fash- 
ioned a window with three adult figures exhibiting 
representative garb. With them realism ended. The 
front of the display was filled with exotic rubber ani- 
mals and shell fish. ‘Two of the queer-looking monsters 
bore child figures; the rest of them appeared as though 
resting upon the floor of the sea. Stretching across the 
entire front was a net to simulate the depths of ocean. 
Peering through its strands, the viewer seemed to see 
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The only seasonal touch in this Saks Thirty-fourth 
Street showing was the panel. This bore a beach 
scene. 


the turbulent sea. ,Jt bore a pattern of rolling waves, 
while a mermaid in a chariot of shells, “drawn” at a 
“furious pace” by two monster fish, dragged in the 
mythological touch. The public stared in amazement 
at this display during the entire period of its showing. 
3ut it is to be noted that the net and myth were wholly 
lacking last year when the same displayman contented 
himself with a group of three dressing rooms in a 
shadow box bath-house. The floor this time had a sim- 
ple fabric covering in place of the sand seen the pre- 
vious year. While rubber goods, including inflated 
inner tubes, star fish, balls, etc., were prominent, their 
role was less conspicuous. 

At Namm’s, in Brooklyn, a couple of years ago, 
Charles De Vausney placed a beautiful reproduction of 
a huge shell, faithful in form and coloring, before a 
kuge panel of cloud and sky in the center of his back- 
ground, its end muffled in silver hangings. The shell 
was executed on a scale large enough to permit seating 
of a pretty bathing model, and the figure chosen for 
this position was clad in a light-colored costume which 
harmonized with the opalescent tones of the shell set- 
piece. Four other figures in various styles of bathing 
garb were posed at intervals along the front, standing 
amid displays of beach robes and cushions, oars, bath- 
ing caps, and various other beach accessories. Cre- 
tonne floor coverings, puffed at the feet of the two 
central figures, proved a delightful relief from the 
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usual carpetings and gave to the spectacle just enough 
color to complete its allurement. 


T Macy’s, about the same period, a striking and yet 
extremely simple window appeared. Here was a 
three-panel screen with frames covered in a dark fabric, 
the panels providing the viewer with the illusion of 
being beneath the surface of a pool watching a bather’s 
plunge into its depths. Bits of reed and rock appeared 
at the base while oddly shaped fish disported above 
them. The figure of the diver was brought out in sharp 
relief against the blue of the “sky.” At the right and 
left of the central panels were flanking screens covered 
with patent leather and bearing drawings of the mythi- 
ca] sea horse. The merchandise tie-up was perfect and 
yet extremely simple. But two figures were used, each 
clad in a modish costume, one draped with a robe hang- 
ing low on one shoulder and held above the other by 
the uplifted arm of the model. A single beach robe, a 
pair of sandals and a mat constituted all of the acces- 
sories, 


T the Shepard store in Providence, R. I., last year 
the display manager opened the campaign on bath- 

ing garb with a window rich in atmosphere. The back- 
ground was covered with a pictorial of sky and clouds 
and in the foreground a mirror had been placed close 


In the display below Mr. Biggs, of Stern Bros., New 
York, converted an architectural back into an appro- 
priate setting by hanging awnings over the entrances. 
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A setting used successfully by Everett Quintrell, Elder’s, Dayton, Ohio. Fan motors operated the doors. 


to the edge of the front pane and bedded in white sand 
at its opposite side so that the appearance of a beach 
lapped by the tide was simulated. The figures repre- 
sented both youth and maturity and gave a fair idea of 
the range of stocks, while the bathing accessories that 
were scattered over the sand and the folding chairs and 
beach shelters made the display an ideal reproduction 
of a seaside resort. 


At the extreme left was a male figure in bathing 
garb and beach robe stationed well toward the front, 
and a bit farther to the right was a feminine figure in 
a striking white costume and dotted beach cloak. In 
the exact center were three “tots,” two perched in col- 
japsible beach chairs, the third playing gleefully in the 
sand toward the pane. Two more figures completed 
the cast, the first, at the right of the central group, 
being a “boy’ ‘of twelve years, in bathing suit and long 
beach robe. At the extreme right was a feminine 
figure. 


The background pictorial was a combination of four 
panels flanked on both sides by entrances, which ap- 
parently led to summer houses. The entrances in each 
instance were canopied. 


IMPLICITY being the order of composition at the 

beginning of the year, it is not surprising that the 
displays of Palm Beach apparel which went in in 
January should give but the scantest space to decora- 
tives suggesting beach scenics. In most instances all 
that survived of the beloved pictorial of “yore” was a 
narrow panel suggesting the warmth and gladness of 
beach pleasures. 


Thus at Saks’ Thirty-fourth Street store the deco- 
rator found it sufficient to use a panel with a painting 
of a Spanish structure in a setting of palms. A covey 
of birds flashed across the upper reaches of the board 
and a painted parasol at the extreme lower left bespoke 
proximity to the beach. 


The merchandise was inconsiderable, comprising 
merely drapes over a beach sled, an open parasol, a 
flapping straw hat, a couple of cloaks and a pad. . But 
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two figures were involved, one in full beach attire, the 
other clad in beach pajamas. 

At McCreery’s, Display Manager Stevens con- 
fined his exploitation to use of a single elaborately- 
garbed figure posed before an architectural background 
whose center opening was shadowed by an awning. 
3elow this shield lay a poster of a southern beach scene, 
with tide-lapped beaches crested with palms. Artificial 
palms before the background afforded appropriate 
atmosphere. 


T the Bon Marche, in Seattle, last season, Display 
Manager William Scharninghausen had a special 
tank about six inches deep made to cover the entire 
floor of the feature window. The tank was painted 
green and filled with water. In this display a float was 
employed bearing figures clad in smart bathing apparel. 
A few wax heads, wearing bathing caps, were placed 
in the water, thus creating the illusion of having these 
figures “up to their necks” in the “swim.” Under the 
float was a pump which kept the water in motion. With 
good warm weather the display spurred the sale of 
these goods to a high degree. 


To put over the idea in the bathing garb department, 
Scharninghausen used awnings in bright colors—blue, 
green, and orange—on the posts. Although crowded 
for space, the Bon Marche executives authorized two 
bright-colored bath houses as dressing rooms. The 
walls of the department were draped with fish net 
caught up with life belts and oars. 

Another Seattle store about the same time used a 
figure of a diver cut out of plywood. She was about 
twenty-five feet high and was posed as if ready to dive 
from the front of the building. 





NEW EDITION OF SUPPLIES CATALOG 


The Geo. E. Watson Company, 164 West Lake Street, 
Chicago, Ill., announces a new printing—the fifty-second edi- 
tion—of their catalog of painting supplies and equipment. It 
is more complete than any edition heretofore published to 
better serve the requirements of painters in every line of 
work. Newly added items and improvements in old items 
are completely described and clearly indexed. Copies will 
be mailed free upon request to the Geo. E. Watson Company. 
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Factors in 


Successful 
Displaying 


What's Necessary to Insure 
Production of Windows with 
Positive Selling Force 


By CARL H. SHANK 


Acting Display Manager, 
Stix, Baer & Fuller, St. Louis 


TYLES change with startling rapidity and it 
is the show window’s objective to mirror 
these changes the moment that they begin 
to take definite form. Windows can be com- 

pared to newspapers in that the public interest is al- 
ways greatest in the most recent edition. 

The first impression that the store effects upon the 
potential patron is produced by the window. <A 
stranger, who has just come to town, can instantly 
judge a store’s importance and its policy simply by 
inspection of its windows. They either interest or 
repel him; like clothes which “make the man,” they 
“make the store.” 

One of the most important factors in successful 
display is sound “styling.” Style today is everything. 
Merchandise may be cheap or medium-priced or of 
the highest quality, but no matter what its standard, 
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How Shank emphasizes realism—a real airplane shown 
in connection with a local air show. 


the customer demands that it shall be correct in inter- 
pretation of style. For this reason, if the displayman 
is to keep pace with the times, he must not only be 
alert to the administrative functions of his work, but 
must, as well, be a keen student of the mode. 

In designing a window display the goods to be 
shown should be considered as the basic element. This 
is another way of saying that the setting should be 
fitted to the goods rather than the goods to the setting. 
The store wants to sell goods, not settings. 

Very often elaborate settings with little or no 
bearing upon the goods dominant in a display are 
employed. Planned to direct the viewer’s attention 
to the windows, they do more than this; they carry it 

(Continued on page 47) 
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Desire is founded upon appreciation of value. Durability is a big issue with buyers of boys’ clothing. 


Shank rams home the strength of manufacture with charts and ribbons. 

















































A window that sold a hundred dozen hose each 
day it was on view. It was fashioned by W. R. 
Noren of, the Pelletier Co., Sioux City, Towa. 


URING the last eighteen months critics of 
window display have agreed that the win- 
dows of the State Street, Chicago unit, of I. 
Miller & Co., were no mean compositions. 
They were among the first to exhibit the modern col- 
orings and decorative touches which had previously 
been regarded as creatures of New York studios. But 
the development of their form and line in the State 
Street windows had none of the garishness and crudity 
which the Windy City trimmers had associated with 
modernity. There was rhythm and beauty in these 
compositions, a newness and freshness that not only 
delighted the professional, but seemed to rivet the 
eyes of laymen as well. For these displays proved 
their sales pull instantly. From the beginning to the 
present, they have been making friends, custom and 
profits for I. Miller—and that is about all that is 
asked. 
It develops that A. C. Poirer has been the virile 
and creative force responsible for their origin and 
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“Hose for Strennous Wear.” With a mannequin in sport costume, O. O. Strawn, Morehouse-Martens Co., 
Columbus, Ohio, stresses the durability of featured hose. 
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Displaying Modes of the 


Moment in 


“HOSIERY 


How Poirier Has Made His Displays a Magnet 
for Chicago Shoppers; Symbolization of En- 
sembles in Shoe and Hose Trims 


continuance. Month after month he has been replac- 
ing successful attractions with even more attractive 
schemes, each highly efficient in its merchandising 
qualities and yet artistic enough to please the most 
demanding critic. Just last month he had a contrast 
of black and white effects that caught the eyes of trim- 
mer and layman alike and pulled custom in in copious 
measure. Java lizard skin shoes in black and white 
were shown, with steel gray stockings making the 
ensemble. A light blue floor covering of figured silk 
stretched tight, a background in dark blue lacquer 
and solid yellow, two dark walnut plateaus each of 
different size and design—and the principal ingredi- 
ents of the composition are specified. On the plateau 
nearest the front was a pedestal of modern design 
supporting a globular mirror-vase filled with yellow 
spring flowers. The window card, which constituted 
a very vital feature of the trim was executed on green 
stock, lettered in black and framed in a beveled mount 
of dark blue. 

An important adjunct and a very good addition 
was a piece of black and white tweed draped in the 
rear with a bag of white and black lizard skin and 
a pair of shoes to match nearby. This suggested the 
complete costume ensemble and did it in a very effec- 
tive and intriguing manner. 


COMPANION window just across the lobby was 
treated with an entirely different color scheme. 
The background was covered with red, tan, and yel- 
low fabric stretched flat, and fashioned to show two 
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An I. Miller window fashioned by A. C. Poirier—a back 


of rayon set off by a multicolored mohair curtain. The 


stands are cutout wooden figures. 


archways. Back of this was another curtain in red 
and tan arranged in loose folds. 

The floor was covered with a pink-tan silk 
stretched tight. Placed upon it was a modernistic 
bench and tier of shelves finished in pink tones pro- 
viding display space for shoes of black patent leather, 
blue, brown, champagne, and green kidskins, each 
trimmed with a bright buckle and strap and each with 
a seam down the center of the top and over the toe. 
In the rear there was a round mirror-vase containing 
yellow flowers with green foliage adding a seasonal 
tone to the setting. Each of the shoes was accom- 
panied by a pair of hose in colors well calculated to 
blend or contrast. Likewise there was a bag of the 
same kind of leather and a pair of shoes in the same 
color placed alongside, thus again suggesting the 
complete ensemble. 

Another display which Mr. Poirier recently fash- 
ioned was devoted entirely to hose and its colorings 
were so sharp and yet so well harmonized that it 


A cascade drape over a pyra- 
mid of blocks. This scheme was 
devised by Richard Wallace, 
Lord & Taylor, New York, to 
stress brand and price. 





brought profound attention. The general scheme of 
background composition was in accord with the Ger- 
man school of modernism. The back was covered 
with light tan Jaspe’ rayon taffeta and the archway 
which appeared well toward the end of the side wall 
was backed in with a curtain of mohair into which 
yellows, reds, browns, tans and beiges were woven in 
a geometric design. The floor was covered with a 
copper-colored rayon taffeta, blending in with the 
woodwork which was painted in the same color. All 
of the metal was copper dipped. 

The hosiery displays emphasized the importance 
of color to the smart ensemble as worn by the fash- 
ionable woman. This feature was borne out by an 
odd group of “mannequins” which were in reality 
stands employed in drapes. Fach little figure was 
dressed in a different color of velour, having shoe 
ornaments as dress trimmings. A fan made of suede 
and kidskin matched the gown and hosiery. 

(Continued on page 53) 
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The niche returns to favor. Lord & Taylor's version presents white walls pierced to reveal mannequins. 


DISPLAYMEN have their periods of dullness and 
their periods of brilliance, and strangely enough 
they have a knack of acting in unison. In March, for 
instance, they have come synchronously to life with 
much snap and gusto. The store windows have blos- 
somed with a renewed and ever-changing spectacle 
of pyrotechnic radiance and ingenuity. Old tricks, 
it is true, have been resorted to, but they have been 
so refurbished and presented as to assume freshness 
and individuality. 
Take the niche or partition :dea. It is aga’n strenu- 
A compact bridal display at Lord & Taylor's, one of 


a series which contained a depiction of a sport-garbed 
bridal pair. 














ously in vogue. Others have given it chastely white 
or boldly contrasted treatment, but Russek’s have re- 
cently revealed it in a maximum of color. Chodorov 
divided each side of the double corner window into 
three tall booths and the remaining front window was 
also so arranged. The middle box in all three units 
was lined with a solid color, while the two adjacent 
boxes were lined with bright plaids and patterned 
materials. At the top was a heavy richly ornate 
lambrequin, tying the booths in each window together. 
Across the front base of the windows was a solid 
board panel of black with the name of the French 
designer lettered in white. In every booth was a soli- 
tary mannikin with suitable accoutrements. The effect 
achieved was fantastic and festival—something of the 
Lido, of Venice, of Vienna, of Russia—all spiced into 
an eye-thrilling concoction. 

Woolard, at Arnold Constable & Co., also carries 
out the booth idea and in a somewhat different man- 
ner than Arkow, his predecessor. Both front windows 
have three concave niches, the edges accented with 
thick moldings of lacquer black. The niches are 
covered with pale green wallpaper having a faintly 
visible pastel pattern. The windows have a slightly 

rave-like roll and sufficient floor space is retained in 
front to unify each window into a complete scene. In 
one window, at present writing, is a bride with two 
attendants. The bride occupies one alcove and is 
standing before an improvised altar which bears a 
seven-branch gold candelabra and is banked with 
lilies. While she faces the altar, she is turned side- 
ways so that her lustrous white satin train is draped 
in a grand sweep across the right side of the window. 
Instead of carrying a bouquet, several long-stemmed 
calla lilies are impressively impaled at her waist. Her 
two attendants emerge from the other niches. The 
legend on the window card is ‘All hail the bride” and 
several engraved wedding invitations are scattered 
about. In the second window, red daytime costumes 
and black accessories are a vivid contrast to the pale 
green background. 
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New York 
Displaymen 


3y. COLEMAN 
McCAMPBELL 


A third store to employ the niche motif was Lord 
& Taylor. At this “establishment, Wallace installed 
a set of backgrounds, the outer walls of which were 
white with designs in color. Each window contained 
three openings, their shape varying from a square to 
a circle with in-between combinations of both. Fix- 
tures resting on the floor were arrayed with garments, 
while through the openings could be glimpsed heads 
and busts. These were attired to match the other 
garments. Accessories were presented on a ledge pro- 
jecting from beneath the apertures. Appropriate in- 
scriptions were inscribed on front baseboards, tilted 
backward at an angle and extending full window- 
width. The color scheme of captions and baseboard 
was different for different windows. In subsequent 
displays, the backgrounds have been radically changed 
and the baseboard retained. Several weeks ago the 
Central Park Casino startled its swankly sophisticated 
clientele with a fantastic black and gold wedding— 
apparently symbolizing the fact that marriage vows 
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Vividly colored screens and flood lighting character- 
zing Jay Corey's latest windows at Franklin Simon's. 


of today are a more or less hollow ceremony, having 
little binding power. Ina window at Lord & Taylor’s, 
this same thought was later expressed with a more 
casual touch. A tall panel contained an enlarged, life- 
size portrait of bride and groom, the bride wearing an 
afternoon dress and the groom a blue coat with striped 
white flannel trousers. A mannikin on the left had on 
a sport dress and a form on the right, a man’s coat. 
The caption on the baseboard, in script lettering, read, 
“The informal second, third or fourth wedding.” An- 
other Lord & Taylor window featured a panel sketch 
of an old fashion costume with bulging sleeves, flow- 
ing skirts, wide hat with flopping plume. On either 
side was posed a mannikin with tailored suit. The 
script legend was, “Enter the mannish tailleur and 
lingerie blouse.” March has been a notable month for 
Lord & Taylor, from a display viewpoint. A window 
(Continued on page 63) 





Another variation of the niche by E. Woolard at Arnold Constable's. The units are circular and each is 
occupied by a single figure. 
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Nothing is more arresting than an auto in a store window, 

and above is seen an example sponsored by Paul Hamlin at 

Oransky’s, Des Moines. Below, at the top, is a model for 

vacation trums by Edward Arkow for Arnold-Constable, New 

York. The base is thé work of Jay Corey, for Franklin Simon’s, 
New York. 











April, 1930 





VACATION 
NEARS 


DVENT of June brings all business 

institutions to grips with the issue 
of vacation and in the three months 
that follow legions of hard working 
Americans will seize a brief respite 
trom their tasks to enjoy an all too 
short relaxation. Coast, mountains 
and woods will find them thronging in 
pursuit of new pleasures and recrea- 
tions, the curtain rung down upon their 
vocations while they frantically en- 
deavor in this escape from the tread- 
mill to forget the routine that they 
have leit behind. 

So thoroughly has vacation become 
an institution in our national life that 
the problem of dealing with it brings 
much concern in the larger business 
organizations, causing vacations to be- 
gin early in the spring. Not a few 
banks and insurance companies send 
groups of employees out in April and 
May. Hence it is none too soon to 
begin to stress luggage and camp 
equipment, bathing garb, and all the 
other paraphernalia essential for travel 
or sports, and it is particularly advis- 
able to stress luggage because of the 
rapid approach of graduations and the 
conclusion of the college year. Grad- 
uate and undergraduate alike are in 
need of these wares as they prepare 
for their trips homeward. 
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All through the year the hard working bread- 
winner looks forward to this all too fleeting respite. 
It’s a great moment in which to give vent to desires 
husbanded for a year. Necessarily it calls for new 
apparel, camping equipment, sport attire, rustic fur- 
niture for lodges and cottages, athletic goods, and 
a variety of other wares. Now is the time to prepare 
for this season; now is the time to insure perfect 
cooperation with sales units featuring these goods. 

Let us consider what is appropriate for the occa- 
sion. Out of the wealth of material in this line that 
has been produced in recent years it is not difficult 
to pick good examples of pointed and productive 
displays. The hard task is to pick those which most 
satisfactorily adapt themselves to the requirements of 
the rank and file of stores. 

Consider the train shed which M. F. Hershey 
constructed for the Stewart Dry Goods Company of 
Louisville, last year. Here the observation platform 
of a Big Four parlor car was to be seen as though 


Baiting of the golf fan—a grass-matted green in the 
island window of L. Strauss & Co., Indianapolis, Ind. 
W.M. Ransdell was the designer, going to great pains 
to secure the ball washer and the cedar decoratives. 
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Realism in extraordinary degree was 
imparted to this showing of vacation 
garb by .4. Fredericksen, Kline’s, Kansas 
City, Mo. Real tree trunks, bark and 
moss, foliage and leaves and a painted 
background were the chief factors. 


standing in the station preparatory to 
departure. On the platform was a 
feminine figure with a winter coat 
draped lightly over her shoulders. Be- 
low her on the floor of the station was 
a “girl” not yet in the teens, muffled in 
a heavy coat and scarf. In the back- 
ground was a pictorial screen revealing 
the girders and columns of the shed 
framework, the loading platforms, 
trains and sections of the depot. The 
entire floor space in front of the ob- 
servation platform was devoted to hand 
luggage, open, fitted with toilet ac- 
cessories, closed. This was assembled 
in two units virtually in bisymmetric balance, save 
for the inclusion of a large trunk at the extreme 
right. It was a dramatic and eye-arresting spectacle 
that was not soon forgotten by the viewers. It 
had the further virtue of materially augmenting lug- 
gage sales. 

Every year about this time, Forest Partain, of 
Bing’s, Anderson, Ind., installs a grass-matted golf 
course in one of his arcade windows and here intro- 
duces the new fangles and fads of the game to the 
Anderson fans through a spectacular display. A 
smartly garbed male figure is seen here preparing to 
tee off. Sand boxes, bunkers, a complete array of 
clubs—all take part in the parade. 


TORE after store finds it advisable to prove their 
ability to cope with sports requirements by show- 
ings of the garb that magnify the sport. One of the 
most outstanding demonstrations seen in the middle- 
west was that staged last year by William M. Rans- 
dell, display manager for L. Strauss & Co., In- 
dianapolis. For this occasion he chose an island 
window, covered the floor with grass matting, lugged 
in a couple of potted cedars and thus set the stage for 
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Sport attire as shown by G. H. Cote, Porteous, Mitchell & Braun, Portland, Me. 


his figures and golf accessories. They involved a 
player who was posed in the act of driving and his 
caddy posed close to a metal ball washer against 
whjch the player’s bag of clubs was leaned. 

From the same city comes an example of a femi- 
nine appeal directed to fair fans. A mahogany figure 
in sports garb was presented in the windows of the 
William H. Block Company recently, club in hand as 
she directed a wooden stare toward the artistic drapes 
of sports wear that were massed about her feet. 

A strong vacation window embodying the charm 
of a woodland setting was fashioned by A. Frederick- 
sen of Kline’s, Kansas City, last year when three 
“girls,” on vacation bent, were revealed at the “open- 
ing” of their vacation. Fredericksen expended a huge 
amount of effort on the details of this setting, bring- 
ing in papier mache boulders, genuine tree trunks, 
massive sprays of maple leaves, ferns, moss and vines 
to provide atmosphere. The front of the floor was 
carpeted thickly with grass matting and the back- 
ground bore a pictorial screen that gave a finishing 
touch to the scene. 

All of the “girls” were in “knickers” and outing 
coats, one of them being seated upon a huge stone in 
the exact center of the back. A phonograph beside 
a second girl was at the extreme right with a reel 
and rod beside it. A third figure was apparently ready 
to start on a fishing expedition. The decorator made 
an effective combination of his materials reproducing 
a woodland scene with a fidelity to nature, an arrange- 
ment of plants and herbage that was astoundingly 
natural. It was a tiresome, time-consuming task, but 
like all really artistic productions, brought a reward 
in the interest and enthusiasm of viewers that no 
makeshift could have garnered. 


NCE in a while a smart displayman manages to 

squeeze a life-sized automobile into his windows 
“by hook or crook.” It means virtually dismantling 
a window for several hours or the much more labor- 
ious work of taking a car to pieces and re-assembling 
it in the window. But the latter process has proved 
justifiable in a number of cases because of the milling 
crowds that jam the walks when they have an oppor- 
tunity to survey the steps taken in assembling the 
machine. At Stevens Bros., in Chicago last year the 
glass panes were removed at night and-the automobile 
moved bodily into the window. A small army of men 
was required to handle the installation, an expense 


which the average store would not want to assume. 
Paul Hamlin did the trick out at Oransky’s at Des 
Moines a year ago, but how he did it is not disclosed. 
It is related, however, that no Des Moines window 
ever won more attention for sport clothing than this 
grouping of snappily dressed mannequins about a 
shiny new Chrysler. 

But if we are to look to the standard bread and 
butter window of attractive, but not ornate or overly 
costly decoration, no .better examples can be found 
than the Palm Beach windows which graced Fifth 
Avenue this winter as New Yorkers sought escape 
from January blizzards. Here figures in beach pa- 
jamas and attire for the tennis court, for bathing and 
riding, for active sports and “spectator” sports were 
glorified. Jay Corey, at Franklin Simon’s, was par- 
ticularly fortunate in the choice of figures employed 
in a showing that stressed “southern” apparel. A 
blanket-covered lounge was the only fixture. 

At Stern’s, Display Manager Biggs presented a 
fair “fisherman” in patent leather boots and wide 
straw hat and a blank faced damsel in an abbreviated 
sport costume before a setting of screens fashioned 
into a semi-circle. The first figure was mounted on a 
plateau covered like the rest of the back in a coarse 
cloth. The second figure stood on a low platform 
raised a couple of inches above the floor. A set piece 
of red cloth-covered panels in darker tones of the 
colors used in the background was a decorative that 
added little interest and was not an essential to the 
composition. 

One of the most pleasing expressions of refined 
modernism seen at the time was a compact presenta- 
tion of sport wear arranged under the guidance of 
Edward Arkow, at that time, displays manager for 
Arnold Constable & Co. The paneled back and side 
walls were severely plain and utterly devoid of deco- 
ration. But an admirably conceived and executed 
screen lent the showing all the decoration desired and 
showered it with the appeal of southern balminess. 
Sailing, fishing, active court sports, and more relaxa- 
tion were symbolized in its brilliant appliques of pat- 
ent leather and felt. From the shears of the artist 
who fashioned the ensemble came an array of cut- 
outs that mocked at perspective and developed the 
theme in the style of ancient Egyptian art. At the 
base facing the left was a group of arcs in a variety 
of colors superimposed upon each other that extolled 
the stocks of the firm’s “Sun Bronze Shop.” 
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Washing machines exalted by Mother Goose setting—a bright crepe paper trim by R. H. Kello for the 
Oklahoma Gas & Electric Co. 


Attention for Utility Windows 


Bedraggied Displays Pass in Favor of Clever Poster Advertisements 
With Terse But Trenchant Copy 


By STUART BRATESMAN 
Display Director, Boston Consolidated Gas Co., Boston, Mass. 


T wasn’t so very long ago that Mrs. House- 
wife, on passing down the street, chanced 
to stop in front of Blank’s department store 
and admired a new dress, thought the smart 

hats in the milliner’s window were perfectly stunning 
and couldn’t help but approve the novel way in which 
the butcher displayed his meats. But, as she passed 
the gas company she hardly turned her head. 
Wasn’t the same “New” gas range in the window. 
after many months’ campaign? Why bother to 
look at something covered with dust and surrounded 
by window cards that were hardly legible because the 
ravages of direct sunlight? 

Today it’s a far different story. Through the 
“Step in before you step out”—a daring bid for 
gas heating by J. E. Christie for the Boston Con- 

solidated Gas Co. 


; am you STEP gy, 
eX" om, 7 
&® ! 


media of attention-getting window ads the gas com- 
pany window takes its rightful place on the street 
as an interesting stopping place of the modern house- 
wife. She knows she will always find something of 
interest, something that will serve to lessen her bur- 
dens in the home. 

The photographs reproduced on this page illus- 
trates the type of display found in the modern utility 
company. They represent hours of elimination and 
deduction, boiling down all redundant copy and ir- 
relevant side issues. They tell their story in a simple, 
direct manner, served by brilliant color combinations 
and unique arrangements. This type of display will 
arrest the attention of the passerby at an instant’s 
glance. 


One of the most interesting compositions developed 
by public utility decorators in many months was the 
Mother Goose trim fashioned by R. H. Kello for the 
Oklahoma Gas & Electric Company, Oklahoma City. 
Kello was promoting electric washing machines and he 
seized upon the old nursery rhyme of the “Old Woman 
Who Lived in a Shoe” as a means of aresting passer 
interest. 

His work was done in an open-backed window, but 
he was not handicapped by this cihcumstance. With 
the acumen of the crepe paper trimmer, he speedily 
fashioned a background of sufficient height for his pur- 
pose and before it erected a wallboard “shoe” with the 
“home-making” innovations of a flight of steps and a 
porch. This very modern conception of the famous 
shoe naturally halted passers and captured their inter- 
est by its whimsical interpretation of the old story. 
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Current events linked with appropriate showings. The 

top is Jones’ tie-up with Washingtom’s birthday; the 

center, with a horse show; the base merchandises an 
annual hunt. 


ISPLAY is what you make it. Not so many 
years ago the department stores were content 
with cheesecloth backgrounds and impromtu 
fixtures made out of crates and boxes. 

Through gradual development of window trimming, 
executive began to realize that windows were just as 
effective in producing business as printed advertising. 
Changes were brought about that have led to the at- 
tractive fixtures, fabrics and flowers that are now con- 
sidered customary attributes of display. 

Swiftly these vehicles of successful showmanship 
are spreading into other fields, but not at a pace that 
cannot well be accelerated. Every day that is lost is 
money lost to the firms which cling to old-fashioned 


WORLD 


SHOES and 


Human Interest 


What Willard Jones Is Doing to Stamp His 
Trims With the Same Attraction Found in 
Department Store Trims 


April, 1930 


trimming. Every delay is an attack upon profits, poten- 
tial if not actual. 

The same public that wheels past the shoe store, for 
instance, surveys the windows of the department stores 
and the specialty shops, gazes upon the architectural 
grandeur of today’s movie palaces and feasts its eyes 
upon the glamorous scenes of movie spectacles. In its 
homes are furnishings that outshine the trappings of 
yesterday as the moon outgleams the stars. Poor, illy- 
fashioned windows suggest to it not only cheapness, but 
sloth; not only poor goods, but poor management. No 
store seeking to cultivate the best elements of the com- 
munity can afford to neglect its windows unless it is 
willing to appear in the rdle of a second-rate institution. 

Can it be that the shoe stores have overlooked this 
obvious condition? Certain it is that a large number of 
them are still content to fill their windows with shoes 
set off in some degree by plush drapes or metal stands, 
paneled backgrounds and other borrowings from the 
department stores. Even this degree of progressiveness 
is not exhibited in a large portion of them. 

But when it comes to intelligent promotion, to well- 
planned effort to make windows attractive, to insure 
attention from professional window shoppers, whose 
numbers are legion, scarcely a gesture has yet been 
made. And yet it is just as easy for shoe concerns to 
build attractive displays, just as easy to gild them with 
human interest, just as possible to make them the focal 
points for passer eyes as it is for the department store. 

Converting a window into a catalogue of current 
offerings is a good way of raising unnecessary compe- 
tition with neighboring firms. The scheme brings in 
some business, but usually the type of buyer who has 
shopped all the windows in the vicinity for the type of 
shoe or the price wanted. While this challenge must 
be met, it is an open secret that every live organization 
that has developed its windows on a human interest 
basis has materially increased its sales value. 


ITNESS the Cutler Shoe Company, of Chicago, 

whose popular price houses specialize in $5.50 
shoes. In the State Street store several times each 
month a live model demonstrates shoes that the firm 
wishes to push. So effective are these showings that 
the sidewalks are glutted with spectators and the arcades 
are jammed. Each time, also, sales soar upward. More 
than 150 pairs of a dancing slipper were sold daily 
during a recent live-model exposition. 

And what Display Manager LaGee is doing there 
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is being duplivated in many of the country’s smaller 
centers. As an illustration, down in Shreveport, La., 
T. Willard Jones ,displayman for the Phelps Shoe Com- 
pany, is doing an excellent job of publicizing Phelps 
shoe values in connection with current happenings. 
Gone are the stereotyped windows of the past, and in 
their place has come a scheme of windowing that turns 
to the topics of popular interest as the means of setting 
off footwear. And this is as it should be, for the pur- 
pose of shoes, like apparel, is to dress the wearer for 
“the occasion.” And it is the “occasion” which inspires 
the purchase, or at least hastens it. 


When Jones faces such an event as “Mother’s Day” 
he makes a point of assembling the properties which 
will fittingly link his goods with the event. When June 
weddings approach he finds a means of imparting the 
atmosphere of the period to his displays. So it goes 
through the year. 


And while alluding to these occasions it is well to 
examine what he did with the last ‘““Mother’s Day” and 
June bride trims of last year. For the first display he 
fashioned a cutout after the pattern of a famous paint- 
ing. In the far corner of his arcade window she sat, 
this old-fashioned mother, and not far from her was 
a spinning wheel, a relic of the past quite in keeping 
with the/character of the figure. A pair of old-fashioned 
plaques high up on the side wall completed Jones’ prop- 
erties—few, but enough. The effect was just as certain 
as if an elaborate setting had been prepared. 


It was much the same for his “June bride” trim. 
Easily fashioned organ pipes made of heavy cardboard 
coated with plastic paint were placed in two of the deco- 
rative windows on the walls of his backgrounds. Ina 
third a replica of a stained glass church window was 
placed. Before this was a wooden altar and in front 
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Jones’ trims are not elaborate or expensive, as is demonstrated inshis:Mother’s Day trim. A cut-out figure 
and a spinning wheel are the chief constituents. 





of this,‘on,satin cushions, were satin slippers for the 
bride and patent-leathers for the groom. A huge ring 
suspended from the ceiling stood out a few inches 
above this grouping, *which was flanked by a pair of 
potted ferns placed on high pedestals. The scene was 
epitomized in a neat card which bore the legend, “Keep- 
in step with the Wedding March.” 


ASHINGTON’S birthday saw panels with paint- 

ings of the White House, the Washington Monu- 
ment and the first president ensconced in the window 
panels, while the national colors and a bronze eagle 
introduced the patriotic note. A. horse show was 
greeted with a display of riding boots, saddles and crops 
linked with a modernistic painting of an equestrienne. 
When a much-mooted hunt was conducted by a frater- 
nal body, the principal window burst forth in an expo- 
sition of hunting garb replete with high lace shoes, 
moccasins, sport hose and heavy work shoes. The 
window panels were fitted with imitation clapboard 
shutters such as are found in hunting lodges, and a 
rusty fireplace, with andirons and logs, was installed. 
Pots and skillets, guns, trophies of the hunt, stuffed 
fish ,turtle shells and alligator hides were prominent. 

On Armistice Day patriotic panels exploiting the 
“doughboy” and “gob” appeared in a window floored 
with grass matting and garnished with displays of 
stacked arms. In one corner rose a white cross bear- 
ing a laurel wreath and a drape of the colors. 

When college convocation came along, Jones fitted 
his window panels with paintings of a local campus 
showing well-known buildings, and placed an array of 
college pennants over his backgrounds. Pillows in col- 
lege colors and drapes of college banners over a bench 
at the base of the center panel gave the finishing touch 
to this laudation of collegiate spirit. 
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°Backgrounds 


e&Cannish 


Men Don’t Take to Frills 
and Fussing of Dolled Displays 


FTEN in the years that I have been trimming 
windows the subject of appropriate back- 
grounds for men’s wear has come to my at- 
tention,” says William P. Stemmeyer, dis- 

play manager for the Cleveland, Ohio, unit of Kibler 
Clothes. “As a result I have reached the conclusion 
that the average displayman in stores of this type 
does not use proper judgement in selecting his backs. 

”“There are many attractive windows, but their at- 
traction powers are not properly focussed. In other 
words the backgrounds are too effeminate; they lack 
the masculinity and strength that “goes over” best 
with men. Flowers are particularly difficult. They 
are to be used—but with caution. Men like flowers, 
but seldom, very seldom, wear nosegays or bouton- 
nieres. 

“That’s why I am sticking closely to what I be- 
lieve is a safe schemé for my spring displays which 
will feature life-sized silhouettes painted in flat black 
on silverized metal backs, showing the new spring 
styles exactly as they appear on the wearer, thereby 
revealing the hang of the trousers and the fashioning 
of the coat.’ This sort of background attracts and 
does not divert the mind of the beholder from the 
essentials. I will also use show cards to match the 
silhouettes, and price tickets of the handkerchief type 
placed in the top pocket of the coats.” 

Stemmeyer’s reaction to the propriety of back- 
grounds is an indication of the research that progres- 
sive men’s wear displaymen are now engaged in. 
Particularly does this distinguish the work of August 
Roeder, display manager for the William H. Block 
Company of Indianapolis, the man who sponsored cor- 
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rugated metal backgrounds. With characteristic dar- 
ing Roeder is now introducing a background for men’s 
wear that involves cork, slate, metal and glass. His 
latest group of windows exploits these materials to the 
fullest extent and many handsome combinations of the 
substances have been made. One of the outstanding 
units first produced was a showing of furnishings 
featuring awning-striped shirts with plain colored ties 
to match. A center unit of brown shirts set off the 
darker garments at the extremes, which were in blue 
and purple. These units were mounted on plateaus 
of corrugated cork, while the center was a plain cork 
stair-stepped stand, faced with tapestry glass. Various 
derivations of this composition have been used; Ger- 
man silver, aluminum, brassoid and nickeloid bands 
for column base coverings have been common. 

Another background that has proved its calibre 
was a combination of paper-covered panels used in 
conjunction with corrugated metal. Purple and gold- 
striped paper was employed on three narrow panels 
and these were alternated with similar units covered 
with gold paper. Cased in by silvery stretches of 
sheet metal these catchy attractions were brought to 
stili greater prominence by amber lighting provided 
by torcheres of gold and silver colorings. This back- 
ground was used very effectively for a showing of 
color contrasts in shirts. Outer units in this window 
consisted of garnet-hued shirts while the center con- 
tained white shirts with black ties. 

A third background that considerably reduced 
window floor space, but was strong in masculinity 
consisted of triangular projections of rough wood 
stained and capped at the joints with silver angle 





Cork, slate, metal and glass, all harsh substances indicative of strength, are used in this back at Block’s, Indianapolis. 
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An Unusual Smallwares’ Displayer 


Ideal displayer for show- 
ing jewelry, drugs, per- 
fumes and small knick- 
knacks. May be had in 
either grey or black 





S : 
* suedine covering. 
e Hundreds of arrange- 
e ments are possible with 
g Set No. 8 each set, a few being 
mf shown in the descriptive 
: , p ; : circular which is en- 
S Set consists of | unit 18x9x2 inches, 2 units 9x9x1!4 china nth annie vant. 
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a Sis ¢ : 1 ¥ : ° LZ r your se oday, 
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k inches high, 14 of a 6-inch circle, and 2 odd units, tri- you. 
angular in shape, 6x6x2'4 inches. Sold in complete 
sets only. Carried in stock for immediate delivery. Be 
s sure to specify color wanted. 


Set No. 8, Per Set (11 pieces) $11.50 


' THE ADLER-JONES CO. 


s 649 South Wells St., CHICAGO 
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Bright! Original! Absolutely 
up to the moment — Onli-Wa, 
the best business - building 
display fixtures money can buy. 
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Another of Roeder’s men’s wear backs at Block’s. Rough wood angles stained and capped with silvered angle irons 
supply virility. . 


irons. Roeder is also experimenting with a new mod- 
ernistic silver patent leather that sets off dark mer- 
chandise with remarkable force. 


UST as much enthusiasm is being manifested in 

color harmony by Harold Gale, display manager 
for Baskin’s Chicago shops whose ensembles in recent 
‘months have approached the zenith of perfection. 


An ensemble fashioned lately consisted of a light 
‘gray suit shown on a form dressed with a_ pink 
Madras shitt and a red and white checked tie. The 
‘red and white checks were so closely mixed that the 
‘tie had the appearance of being, just a darker pink 
ithan the shirt. Another shirt and tie of the same color 
‘were displayed on a shirt board alongside. A pair 
‘of dark red hose with blue embroidered figures, two 
‘gray hats with a red feather in each band, two malacca 
‘sticks, one pair of light gray gloves and red cuff 
‘links were the other items constituting the ensemble. 

A similar ensemble in a nearby window showed a 
dark brown suit, a light tan cheviot topcoat, light 
green shirts, and dark green ties, two amber-handled 
‘malacca sticks, two brown belts, pair of brown hose 
‘with green clock, brown and tan bordered handker- 
‘chiefs, brown hat with green feather in band and 
green cuff links. Another window displayed two unit 


© 
: 


eo 

Pretty but not ere 

ladylike 

a corrugated tron 
back with a 

center panel of 
decorative 


paper. 





displays of blue shirts and a center unit of dark red 
ties; the shirts in each of the two units were of light 
blue selected color material ; the ties used on the shirts 
were all of the same shade and also, two canes, two 
belts, two extra ties, blue cuff links and also additional 
items used to complete the effect of the unit group of 


three shirts. 


There was a unit of red neckwear consisting of 
three neckwear stands and collars showing six ties; 
two additional.ties were out, and the two canes worked 
into the trim and an ornamental ash receiver com- 
pleted the unit. This entire group was placed on a 
small pedestal fifteen inches high with a 14x18-inch 
top. Two cards in this window of three units de- 
scribed the material and quoted the prices of shirts 
at $3.50 and the ties at $2.00. Other displays in the 
several windows at this store were carried out in a 
similar fashion and with similar good effect. 





NEWMAN HANDLES LARGE FIXTURE ORDER 

The Newman Manufacturing Company, Norwood, Ohio, 
recently made up a large group of polished Benedict nickel 
display fixtures for Kaufman’s, Pittsburgh, Pa., following 
designs fashioned by Janssen & Cocken, Pittsburgh archi- 
tects. The installation was one of the largest ever supplied 
in a group, according to W. N. Mackey, director of marketing 
for the manufacturers. Over $7,000 worth of fixtures were 
contained in the shipment. 
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color scheme 


in five 
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Nemo Week 
Window Disptay Contest | 
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Caso PRIZES 



























Rotating Prize Cup, suit- 
ably engraved, awarded to 
the best of the three first 


prize winners for one year. 
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ed N conjunction with a Corset Depart- 

ht ment publicity event devoted to the 

rts | promotion of Nemo-flex Foundation RULES OF 
vO Garments, this contest, now in its sixth CONTEST 
al year, has become an established fea- 

of ture. Nemo Week, ~ s highly wna 1. The determination of the winners of 

cessful merchandising effort for corset this contest will be based on the origi- 
of departments, is in its 36th year. they express a speci selling idea in 
. Nemo-flex foundation Summer. gar- 

es Nemo Week is supported by news- ments. 
ed paper advertising, national in effect and i: 0s Mite ene eteiete inten he 
n- characterized by special value mer- = dow the week of Monday, May 5,1930. 

a chandise. The contest, it has been 3. In each ag the papa nine ag 
“hy found, increases the incentive of the sn 
le- disp layman who installs GEup disp lays 4. Judgment will be based on photo- 
ts in that he can, to a great degree, measure sraphs of the actual windows as dec- 
met his ability by matching his work with NEMO WEEK pe antag nn 

: the best in the country. This, in addition = se not submit colored 

to the prestige and profits he brings to re - saahieeiaal 
his firm by his efforts, ins pires him to eee ad ee ee ee 
important achievements. — — ne the first announcement 
io, For 1930 the list of prizes has been an 6. No materials to be supplied by Kops 
cel greatly augmented giving every one, re- h, —. — oe oe magi = 
units no ermiss: € in contest. 
ng gardless of resources, an equal chance. _— - , 

i- H 7. Prize winners will be determined by a 
ri The contest is free to all. There are no he or penn i es 5 See 
ed strings. The rules are simple; the con- whom is connected with Kops Bros; 
ng ditions fair. The judges of the contest @e we 
"7 are: Ernest C. Hastings, Editor of Dry : sialeaatisiaiiaaiaitit ities 

Goods Economist; J. A. Cook, Display 
Manager of Jas. A. Hearn & Son, Inc., 
and Charles Kanarian, Lucas-Kanarian, 
Fashion Photographers, New York. 
Plan your display now. Be ready to in- KOPS BROS., INC. 
| stall it May 5th. Now, sign the coupon 120 East 16th St., New York, N. Y. 
below for yor ory lication blank and Send me entry blank for the Nemo Week Window Display Contest to 
mail to: be held May 5 to 10. 
ld . 
Name (Print) 
KOPS BROS ae 
* 
Store 
INCORPORATED 
igned 
120 EAST 16th STREET =o 
NEW YORK, N. Y. 
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An example of Field’s spring settings. Backgrounds 
range in color from sand to buff and are covered with 
flat paint. 


ITH record-breaking spring weather for Chi- 
cago the week before the official opening of 
spring, the stores hereabout that depend so 
much upon the seasonal opening for the start 

of local spring business consider that the weather man 
gave them a “break” for once. 

After a record-breaking winter for sustained below- 
zero temperature, the “mid-June” spell was a great 
mental and physical relief to the local populace, most 
of whom became thoroughly imbued with the idea that 
winter had actually as well as officially passed on. While 
this may or may not be true, it put the public in a splen- 
did state of mind for interested consideration of the 
spring fashions featured in the windows and the adver- 
tisements during the spring openings. 

With the favorable weather conditions and with 
general industrial conditions becoming gradually im- 
proved, the stores look for a normally good spring sea- 
son’s business. 


T Marshall Field & Company’s the new spring win- 
““ dows are expressions of modernist design, of 
angular lines, symmetrical in proportion and with an 
occasional bit of modernized Egyptian ornamentation. 

The colors of the newly installed backgrounds range 
from sand to beige and buff with a faint tinge of palest 
green, apparently under the top-coat of beige and sand. 

The background covering is not of cloth this time, 
but of flat paint applied to a plain surface framework, 
covered with a thin texture of composition board or 
cardboard. The painted surfaces appear to have been 
sanded while wet. 

The decorative theme consists of an occasional 
painting of Arizona or western scenic views, which no 
doubt accounts for the sand shades used in the back- 
grounds proper. 

The desert atmosphere is further accented by the 
use of artificial cactus of two or more types, some of 
which are plain cactus and some with blooms. 





(?HICAGO 
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‘REVIEW 


By J. DUNCAN WILLIAMS 


The windows along the Washington Street side 
facing south show neither change of background, design, 
ornament nor color. The black silk and velvet covered 
portions, black and silver furniture, silver ornaments, 
etc., as described last fall, remain as they were. Those 
windows, as previously mentioned, are used for the 
display of fine lingerie and boudoir accessories. The 
merchandise is changed frequently and always interest- 
ligly. 

One’s first impression is that the State Street win- 
dows for spring are the fall backgrounds painted over. 
This misconception is due to the similarity in the gen- 
eral background proportions and similarity of treat- 
ment. Incidentally, one or two of the fall backgrounds 
may have been done over. 

The Wabash Avenue section of home furnishings 
windows have been done over with new interior color 
effects and with new furniture suited to them. 

There are two picturesque and realistic “garden” 
windows occupying as many separate windows along 
the Wabash section. The side walls are of high box- 
wood hedge effect, cut in massive, irregular square © 
lines at the top. This hedge continues from the side 
walls to a point beyond each corner along the back wall, 
leaving an arch opening in the center of the back wall 
in which is placed a huge painting in colors, picturing 
a small spring stream cascading its rugged course down 
the declivity ; huge rocks and dense foliage, in natural 
and picturesque compositions, complete the scene. 

There are two rather modern sun porch window 
settings with summer furniture, modern in design and 
bold color combinations. Bright cretonnes are sug- 
gested in the background treatment. 


ANDEL’S have been celebrating their seventy-fifth 
year in business in conjunction with their spring 
opening, and by all odds have achieved more real public 
interest and news publicity than all the other stores on 
State Street combined. 

Obviously, extensive plans were made for the event 
well in advance. The plans were carefully completed 
and carried out with splendid generalship. 

Extensive newspaper advertising of an unusually 
high order, yet “live” and full of interest, appeared in 
all Chicago newspapers daily during the week of March 
17 to 22.' The subject of this advertising had to do 
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“The Mannish Mode of 1905” 
—one of the historical mode 
displays seen during Mandel 
Bros” Seventy-fifth anniver- 
sary celebration. 


with new fashions, new mer- 
chandise, various special ex- 
hibits within the store and 
special events of unusual im- 
port related thereto. 

A very extensive style 
show was maintained at inter- 
vals throughout the week. 
Five mannequins were brought 
over from Paris to model in 
the various style exhibitions. 
The quintet of French pulchri- 
tude was met, as it disem- 
barked from the Twentieth Century, by local news and 
news-reel photographers, who got their pictures on the 
back page of all Chicago newspapers, with the caption 
stating that “they were brought over from Paris to take 
part in Mandel Brothers’ style show.” 

Dr. Lee de Forest, father of the radio tube, was a 
special guest of Leon Mandel, and the store gave a lec- 
ture on “What May Be Expected of Radio Within the 
Next Two or Three Years.” Much news space and 
many pictures were given to this feature of the Mandel 
celebration. 

Along with all the foregoing, the Chicago Historical 
Society was called upon to supply many articles of old- 
time clothing, pictures of Chicago scenes of seventy- 
five years ago, furniture and other items of interest, 
which were exhibited and publicized in the most effec- 
tive manner. 

The windows recorded kaleidoscopic changes of 
subject and setting daily to keep in time with the shift- 
ing scenes of the week’s progress. Costumes for men 
and women of seventy-five years ago were displayed 
alongside of modern dress of today and tomorrow, with 
interestingly written window card explanations and 
comparisons. 

But this opening week and anniversary celebration 
is only half of the story. Saturday’s Chicago papers 
carried advertisements of appreciation for the week’s 
public response, and announced, as a mark of real 
appreciation and to properly commemorate the seventy- 
fifth birthday, “Mandel’s would say it with prices,” and 
unloose such a store-wide sale of new merchandise at 
low prices as to meet the fondest expectations of every 
Mandel patron. 

Simultaneously the windows were cleared and re- 
trimmed with representative “Anniversary Week” mer- 
chandise featured at noticeably low prices. The same 
good taste and unit grouping were adhered to in arrang- 
ing the various displays. The anniversary, however, 
was emphasized in a most unusual and impressive 
manner by using a center panel in each window back- 
ground as a poster window card, upon which was 
lettered the copy and price relating to the particular 
merchandise featured in each window. ‘These center 
panels were of silver finish and three and one-half feet 





DISPLAY WORLD 






















es ~~ 


wide by ten or twelve feet high. The lettering was 
done in blue and in rather prominent but not garish 
type. Alongside of each center panel, up high on the 
adjoining background panel, was the modernistic sym- 
bol of the event, done in dark blue and silver, of cut- 
out design, and reading quite distinctly, “75th Year.” 
Mr. Kagey and his associates in the display depart- 
ment have kept the windows right in line with each and 
every development of the Mandel opening program. 


HE new spring backgrounds at Carson’s are quite 

similar to those of last fall. The black carpet floor 
and the black velour hangings are retained. New silver 
cloth coverings adorn the zig-zag screens which are 
used as center panels hard against the black curtains. 
The black and silver settings are really not severe. 
They are in good taste and provide a pleasing dignity 
to the smart ensembles of women’s apparel arranged in 
these windows by Mr. Campbell. Especially is this true 
now when five of the most important of the State Street 
windows are displaying black costumes trimmed with 
white. Suitable accessories are artfully arranged to 
harmonize with the garments. One window displays 
a colorful ensemble of lounging pajamas and boudoir 
robes in dominant shades of green and orange, demon- 
strating the fitness of the black and silver settings for 
high colors as well as for the prosaic black and white. 
Other displays of colorful merchandise show up with 
equal dignity and distinctiveness. 


TEVENS’ windows made the spring début with 

showings of beautiful merchandise displayed in 
sparse arrangement and augmented with large dark 
vases and urns filled with pink calla lilies and live 
green foliage. The island window was particularly 
attractive with five full-length evening gowns in solid 
shades of light pink georgette and silk fringe and 
shawls to match, light green silk crepe, darker green 
satin with coat and shoes of same material, light pink 
crepe and white georgette with shawl cape of same. 
Each costume was shown on a chamois mannequin of 
modern type, and each figure wore shoes of the same 
shade as the gown. 

A window of lingerie, occupying twenty feet of 

(Continued on page 51) 
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Four successive walls of wallboard overlapped and 


lighted from below; August Roeder found the scheme 
vital for a recent toilet goods sale. 


HE important feature of every toilet window 

is the choice of fixtures or backgrounds. 

Bright though the containers and cartons may 

be, they are never large or spectacular enough 

to gain the passer’s eye and hold it unless massed in 

colorful groups or supported by strong attraction 
devices. 

It is possible with some brands of soap to build an 
interesting composition without the aid of material 
decorative accessories. The same is true of highly 
colored perfumes and toilet waters. But these cases 
are exceptions rather than the rule. They belong more 
properly to the drug store than the department store, 
and the windowman who is jealous of his windows’ 
prestige will do well to ponder them carefully before 
he rests his faith in them. 

The simplest toilet trim needs decorative accessories 
desperately, as a rule, and the success of the display 
usually is determined by the character of these aids. 
They need not be overly imposing or costly, but they 
must be present. Take, as an example, the window by 
M. C. Bateman, display manager for the Sanger Bros. 
unit at Fort Worth, Texas, which is presented in the 
accompanying illustrations. The corner devoted to the 
showing has not been given special embellishments. The 
backgrounds and flooring are no different from those 
in use throughout the rest of the front. The whole 


When the toiletry bears a 
reputation that enhances store 
prestige, Allen Bixby plays tt 
up. At Wolf & Dessauer’s, 
Fort Wayne, Ind., he installed 
this highly ornate “tea table” 
setting to draw attention to 
an approaching toilet goods 
demonstration. 


‘Ooilet 
Goods 


Fixtures and Backgrounds 
Are of Supreme Importance 
in Winning Passer Atten- 
tion; Success Depends Upon 
Setpieces Rather Than Ar- 
rangement 


issue of adequate support rests upon the cube displayers 
and the modernistic metal stands that are based upon 
them. By use of the cubes Bateman gets his goods well 
up into the level of the pesser’s vision, and with metal 
stands gives them the individuality necessary to suc- 
cessful promotion of the respective items. It will be 
noted that the cubes are made of wood covered with a 
fancy veneer and that they are arranged in units that 
produce an effective dynamic balance. Fashionable 
floor mats do much to break up the monotony of the 
flooring’s uniformity. The choice of colors in the stands 
and cubes contrasts well with the neutral tones of the 
background, enabling the goods to stand out with force 
and clarity. ; 

Allen Bixby, display manager for Wolf & Dessauer, 
Fort Wayne, Ind., develops a much more pretentious 
showing for the products of a noted maker of cosmetics. 
Two ettageres placed in good bisymmetric balance 
flank a mannequin posed beside a tea table. The pose 
of the figure is natural and the setting suggests a natural 
and appropriate occasion for the employment of costly 
toilet goods. An afternoon tea presupposes an immacu- 
late toilet-—hence, the figure and the set-up. The goods 
are brought to attention by a succession of silver- 
covered cylinders interspersed among the posters sym- 
bolizing the origin of the goods. The background is as 
ornate as the designer could make it. Here we have 
decorative papers stretched over panel bases and hedged 

(Continued on page 60) 
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ae Chicago affords the most complete Display Equipment and Decoration Market in the 
& ' World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
THE ADLER-JONES CO. THE KOESTER SCHOOL 
649 S. Wells Street 314 S. Franklin Street 
Window Display Decorations Display and Card Writing Instruction 
aki CHICAGO CARDBOARD CO. PAASCHE AIR BRUSH CO. 
664-670 Washington Blvd. 1902 Diversey Parkway 
Art Poster Card and Mat Board Airbrushes and Airpainting Units 
CORNELL WOOD PRODUCTS CO. REFLECTOR & ILLUMINATING CO. 
307 N. Michigan Avenue 1417 West Jackson Blvd. 
Cornell Wood Board Lighting Equipment for Show Windows 
INTERNATIONAL REGISTER CO. GEO. E. WATSON CO. 
13 South Throop Street 164 W. Lake Street 
“CUTAWL” Decorative Cutter Lettering Brushes and Supplies 
Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of.the DISPLAY WORLD 
Write for Catalogues! 
Copyright, 1924, by The Display Publishing Ce. 
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The central section of the imposing Mother's Day 
window fashioned last year by Charles DeVausney 
for Namm’s, Brooklyn. 


NE good deed inspires another and so it is 
that what was but a single holiday devoted 
to expression of filial esteem has developed 
into a trinity. Mother’s Day, first of the 

trade-created..and popularized holidays, has proved 
the forerunner of two more which bring in all the 
other members of the household. 

These are Father’s Day and Children’s Day, com- 
ing close together and aiming at the mitigations of 
trade evils brought about by an all-too seasonal dis- 
tribution of neckwear and toys. Behind them, how- 
ever, rests a willingness to cooperate and to express 
the affection which the occasions memorialize that 
has buried the crassness of out-and-out commercialism 
and made of the events the popular days of gift-giving 
that their sponsors wished them to be. 

Most potent still, after years of promotion, is 
Mother’s Day which arrives May 11 
and provides faithful sons and daugh- 
ters with opportunity to express the 
parental affection they bear the 
mothers of the land. No prettier or 
charming occasion marks the year’s 
passage; no other holiday has been 
so quickly acclaimed and so heartily 
maintained. Americans found it cut 
to their measure, styled to accord with 
a long felt need. And so each year, 
countless thousands of dollars are 
spent for gifts that will gladden the 
hearts of the good women who make 
the home life of a great nation the 
source of its power and the founda- 
tion of its greatness. 

Beautiful are the expressions of 
this theme that have come from the 


April, 1930 
On the Way Is 


MOTHER'S 
DA Y 


And Close Behind Follow “Dad's 

Day” and Children’s Day—All 

Fraught With Opportunity for 
Merchants and Displaymen 


efforts of American windowmen. 
Without exception they have found 
it possible to exalt the greatness of 
the occasion without descending into 
sickening sentimentality. And they'll 
do it again this year. 
It was not to be doubted that when 
Mother’s Day had demonstrated its 
appeal some heroic exponents of the 
much-neglected “Old Man” would rise up to demand 
“a place in the sun” for him. And this was done so 
promptly and so enthusiastically by the Associated 
Men’s Neckwear Industries that ‘“Father’s Day—Give 
Dad a Tie” stands out as one of the most memorable 
trade slogans of American industry. Father’s Day 
usually arrives about the second Sunday in June and 
newspapers, pulpit, and movies alike hasten to pay 
tribute to the hard working “pater familias.” 

Backing up this promotion and making its details 
tangible are the window display campaigns which the 
neckwear manufacturers have promoted from year to 
year. With a thousand dollars in prizes to spur win- 
dow displaymen on, they have reached all sections of 
the country with these early summer showings of new 
cravats and have boosted the sales of the bright and 
colorful decoratives to stupendous figures. This year 
will undoubtedly see the contest repeated and a sup- 
porting campaign of colossal proportions designed to 
reach every woman and girl in the country. Thou- 

(Continued on page 51) 


An “old-fashioned mother” silhouette was O. O. Strawn’s simple means 
of introducing the theme. From Morehouse-Martens’, Columbus, O. 
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Modernize Your Displays 


Set No. 7, Per Set (11 pieces), $17.50 


THE ADLER-JONES CO. 


649 South Wells St., CHICAGO 


with 
Ad-Blox Displayers 


The most useful display accessory 
available today. Has hundreds of 
uses. 


In shiny black with white edges, it 
gives that touch of pep and attract- 
ing power so necessary today. 


Write for descriptive circular show- 
ing the many possible combinations 
obtainable with this set. 


Set consists of 2 triangular plateaux |8x18x3 inches, 
1 unit 9x9x18 inches, | unit 9x9x12 inches, | plateaux 
18x18x6 inches, 2 triangular units 9x9x12 inches, 2 
units 9 inches high '4 of a 9-inch cylinder, and 2 
plateaux 3 inches high !/47 of an 18-inch circle. Sold in 
complete sets only. Carried in stock for immediate de- 




















HUNDRED suares’ LAXIDAISICAL COATS! 


A laxadaisical coat is a “lazy’’ coat. It drapes lifelessly, there is no 
pulling power in it. Customers pass it with as little notice as they 
give a shabby man. Tf you attract, you sell, and my sleeve form will 
add class to all makes. It will help bring them 
. in; besides, they are the greatest labor saving 
idea, enabling the window trimmer to devote 
more time to the lay-out and display of your 
window, therefore are endorsed by the leading 

display men. 

Satisfy Yourself—Try This Test—Observe the 
suits displayed in your windows, showrooms or 
stores before using Goodman’s Sleeve Forms, 
especially during rainy days and evenings, when 
you are obliged to turn on the lights. Then use 
Goodman’s Sleeve Forms and notice the difference. 
Goodman’s Flexible (Scientific Elastic) Sleeve 
Forms can be recognized in any show window, 
wherever a Perfect Sleeve Form is seen. 

Send for a Sample Pair for Suit & Topcoat 
Displays—They are Only $2.50 Pair 
For Comb. Suit & Shirt Displays $2.75 Pair 
c.0. D. F. O. B. New York 


Goodman’s Flexible Sleeve Form Co. 


215 West 125th St., New York City 
Phone Monument 4568 
Jobbers and Salesmen wanted throughout U.S.A. 














VALANCES 


of Modernistic Effects Mounted on Process Board 
Ss. GOLDBERG MFG. 3 

We furnish Valances all over the world. Let us help you on that problem 
347 Fifth Ave.,New York S. W. Cor. 6th and Arch, Philadelphia, Pa. 























An Animated Display 


Will change hard times to good 
times and put real cash in the till 


CHARACTER DISPLAY CO. 


3249 N. HERNDON ST., CHICAGO, ILL. 













The International MOTOR SAW 


makes it a simple matter to build 
easily and quickly your own display 
fixtures, easels, supports, shelves, 
figures and backgrounds, for tem- 
porary or permanent use, from fibre, 
wallboard or lumber. Make what 
vou want when you want it, as you 
waat it. This saw will cut rapidly 
through two-inch pine lumber or 5 to 
» « thicknesses of wallboard. The very 
machine you've been looking tor. 
Write for particulars 


The International Stamping Company 
















ept. 
400 N. Leavitt St., Chicago, Ill 


































GLOVE HANDS 


Made By 


Ever Ready Wood Working Co. 
Mfrs. of Display Fixtures and Glove Hands. 
808 East 5th St., New York City 
Write for prices. Jobbers Reply. 
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Windows Waken New York to 
; 4 WORTH of PHONE 


ia Wherein Are Related the Adventures of George B. Wellbaum Since 
Leaving His Native Indiana to Freshen the Windows of the New York 
Telephone Company With Thought-Inspiring Compositions 










April, 930 






Wellbaum won his spurs as a display executive-at Indianaapolis, and one of his best New York displays is a tribute 
to the “old home town.” Installed just a week before the New York “U”-Butler game, it advertised the toll rates 
between Gotham and Indianapolis. 


t 


HEY stood outside the store window looking 
in, a group of happy, interested youngsters 
ranging in age from sixteen to sixty, for this 
was a store window in downtown Manhattan 

where the shrill cry of playing children has been 
crowded out by the duller growl of Old Man Com- 
merce, and the chubby-faced telegraph messenger and 
the pair of starry-eyed salesgirls were the only near- 
juveniles, as years go, of this little gathering which 
was a fairly representative group of New Yorkers. 
Their smiles of anticipation, and their eager apprecia- 
tion of the spectacle before them marked them all, 
however, as youngsters at heart—the kind of young- 
sters that find that distinctively youthful thrill in 
window-gazing. 

A giggle from one of the girls and a: “Well, I’ll be 
darned!” from a prosperous looking elderly gentle- 
man to his neighbor, a stolid-faced mail-carrier, is 
followed by a hum of excited comment throughout 
the group as a burst of colored light floods the back- 
ground of the display, bathing the bas-relief of the 
terrestrial sphere in a fire of dull red light. 


It is a story in tableau form, a story told in a split 
second and taken in at a glance, and it shows in a 
faultless art arrangement the busy man at his desk 
gazing through a vast gateway at a vision of the 
world beyond the gate. The telephone on the desk 
provides the motif, and the caption: “The Gateway 





From the ‘Telephone Review,” House Organ of the New York 
Telephone Company. Reprinted by permission of the publishers. 





to the World” tells the rest of the story. The me- 
chanical arrangement takes it from the mediocre to 
the unusual, and the beauty of composition and the 
soft-hued light produces an effect that makes the pic- 
ture seem a living thing. 

Here symbolism is made simple, and the fleeting 
outline of a brief moment’s vision becomes a lasting 
impression. The man in the street who pauses for a 
brief moment to gaze at the display in the window of 
almost any telephone commercial office takes away 
with him a memory of a pleasing presentation of 
one of the numerous axioms of the present in- 
dustrial era, ‘one of 
the basic facts of this 
progressive age, 
which, however, only 
become evident, in the 
hurry and scurry of 
modern life, when 
presented in just such 
a manner as this. 

A certain modern 
philosopher, better 
known for his thrusts 
of humor than for his 
occasional deep 
glimpses into the 
philosophy of life, 
once said: “Man’s 
nearest approach to 
(Continued on page 32) 





GeorcE B. WELLBAUM, 
General Displays Manager, 
New York Telephone Co. 




















» 1930 


[O 


ince 
“ork 


bute 
cates 


e to 
the 


pic- 


ting 
ting 
or a 
v of 
way 
of 

in- 


jer, 


DISPLAY WORLD 31 

















THE 


DISPLAY CENTER 


FRANK D. MAXWELL CO., INC. 
1440 Broadway, New York 


NOW READY="THE NEW 
SILHOUETTE COSTUME FORM 


THE AUTHENTIC 


VENDOME 


Silhouette Forms used by Fifth 
Avenue’s Finest Shops are Sold 
Exclusively by The Display Cen- 


ter. 


To Show the New Garments Correctly 


Use This New Vendome Silhouette 
Form 








The beautiful new Stewart Store, re- 
cently opened on Fifth Avenue, is 
using forty of our new Vendome 
Forms. 


Write for Photos and Prices 
Send in a Trial Order and You 
Stewarts, Fifth Ave., N. Y. Will Be Convinced 

















DECORATIVE FABRICS AND PAPERS 
FOR SPRING DISPLAYS 


The newest materials now being used for Modern Displays are 
stocked for immediate delivery. Pastel shades, plain color 
materials all specially selected for window display purposes. 


WRITE FOR SAMPLES 


























DISPLAY CENTER 


1440 BROADWAY, NEW YORK 


AT TIMES SQUARE 


















































the holy office of maternity is the birth of an idea.” 
If this be true, then a certain recent addition to our 
company’s ranks, known to his intimates as a hustler 
and a worker, has been deceiving us, and is in reality 
the progenitor of a_family that for size would put 
in the shade that of the proverbial old woman who 
lived in the shoe. For there is an idea, and an original 
one, in every piece of handicraft turned out by George 
B. Wellbaum, son of Indiana, who came to New York 
from his native state less than a year ago to take a 
position as general displays manager with our com- 
pany, and to show the big city something different in 
attractive publicity and advertising through the me- 
dium of window displays. 


N a world where genius, like everything else, has 
become standardized, there is something distinctive 
and truly refreshing about the sort of individual talent 
which, with no other medium than an empty store 
window, an assortment of paste- 
board, a few lights and a pot or 
two of paint, can produce in almost 
endless profusion picture after pic- 
ture, each of which tells its own 
story and tells it convincingly and 
pleasantly to that most heterogen- 
eous of all audiences, the show- 
window gazers of New York. The: 
symbolic spectacle of the world 
within the reach of every telephone 
user is but one of many of the cur- 
rent list of best-sellers in the win- 
dow-display world turned out dur- 
ing recent weeks by Mr. Wellbaum 
and his capable staff. They are as 
varied as the material of a book of 
O. Henry short stories, but there is 
the same formula used in the pro- 
duction of each one,—One portion 
of big idea, one portion of George 
Wellbaum, and one portion of thor- 
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“The Gateway ‘to the World”’—a 
startling trim visualizing the facili- 
tics which the phone provides the 
alert executive. 





ough cooperation of his depart- 
ment, mixed well together, and 
placed in almost any business office 
window. 

Take a little tour around some 
of these windows and observe how 
the displays speak for themselves 
and tell a dozen different stories to 
the thousands of passers-by who 
daily absorb these telephone truths 
which they would or could.learn in 
no other way. 


ERE is the cardboard sil- 
houette of an attractive 
young woman talking into a 
telephone Which, by a mechan- 
ical arrangement, is moved 
to various distances ranging from one to about eight 
inches from the telephone user’s mouth. Synchronized 
with the movement of the telephone is a lettered-in 
block which tells the percentage of sound-volume at 
each distance. In a glance the observer learns some- 
thing about the telephone, and one brief moment 
spent before this display may correct the bad tele- 
phone habits of a life-time and aid service in the ag- 
gregate to an appreciable extent. 

In another window is a cardboard structure which, 
by a mechanical arrangement controlling a drop- 
system, shows one by one a series of twelve rectangu- 
lar cards telling of episodes in the life of Henry Stone, 
and what the telephone did for him and his. This 
is one window-display feature which, though simple 
in its design, never fails to hold its audience, for it is 
written that no man ever lived who could be pried 
loose from a book, a comic page or a window-display 

(Continued on page 34) 





Phone service glorified—a comparison of its speed with the fastest vehicles 
of transportation, 
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JSandblasted pLAQU 
and PILASTERS @ © 


HE Adler Jones Company, Chicago, specialists in window 

display material have worked out some attractive effects 
with Formica by sandblasting figures on the jet black, highly 
polished Formica sheet. 












































In the picture at the right are a plaque and a pilaster of Formica 
prepared in this way. 


There are a dozen novel colors in high gloss and satin finishes. 
Display men are finding them highly useful for the production 
of novel and interesting effects. 


Ask for samples and literature 


THE FORMICA INSULATION CO. 


4662 Spring Grove Avenue, Cincinnati, Ohio 
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until he reached the end of the story. As effective in 
its message as it is beautiful in its artistic conception 
is the display of the S.S. “Leviathan,” first placed in 
our company’s windows when ship-to-shore telephone 
service was announced. In this display the attention 
of the passer-by is attracted first by the most perfect 
illusion of a foreground of moving ocean waves that 
any mechanical contrivance could produce. 
‘ 
N this moving sea, where violet lights chase fluid 
green shadows down to translucent depths of 
deepest blue, sits a moving ship, a perfect replica in 
miniature of the stately “Leviathan,” flagship of the 
U. S. Merchant Marine. The light that indicates the 
port-holes also takes the eye of the spectator to two 
large reproductions of a ship’s cabin as seen from 
the port-hole side. Here two figures are shown using 
the telephone aboard the ship, and the simplicity of 
the operation of telephoning from ship to shore is 
demonstrated in a moment’s time. 

Can anything in the wide world be less interesting 
to the casual observer than the plan, done in the 
usual blueprint, of an ordinary apartment? Hardly! 
And there is no reason to believe that the floor plan of 
an apartment house placed in a window as a display 
would attract notice or get any message across. But 
add a little of that native Indiana ingenuity to the 
uninteresting lines of a blueprint, and it attracts the 
attention of the passer-by like a ten-dollar gold piece 
in an alley. A flash of light indicates that the tele- 
phone in a central position is ringing. Immediately 
there is a responsive movement as footsteps, shown 
by a light arrangement from the back of the board, 
trip—it might be literally said “lightly’—from the 
various rooms of the apartment in turn to the tele- 
phone. The text of the display tells of the saving 
in footsteps effected by the installation of one or more 
extensions, and this has already had its part in the 
big growth in the use of telephone extensions in the 
home. Nor is the display program confined to the 
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NOW/ You can Telephone to the Leviathan at Sea 


April, 1930 


“Now You Can Telephone the 
Leviathan at Sea’—a window 
which tied up with the inaugura- 
tion of “ship to shore” service. 














business office window. At nu- 
merous shows and expositions 
in New York City and elsewhere 
our company’s exhibit has been 
made a thing of unusual interest by 
the products of Mr. Wellbaum’s de- 
partment. 

It is a twentieth century develop- 
ment of the old trade of window 
dressing, and it is done with expert 
craftsmanship and in a vein of origi- 
nality which makes it art. 





ERE in another window of limited 
depth is a big picture of a typical 
American country landscape, and 
curling around a section of railroad 
is a train of twenty-one freight cars, 
telling the casual observer something he probably 
never knew before but will always retain in his 
memory—the fact that twenty-one carloads of new 
material are used per day in construction and main- 
tenance by the New York Telephone Company. 

“It rained, and rained, and rained!” says the cap- 
tion block under another tableau where milady sits in 
a comfortable alcove in her well-appointed home and 
watches the rain outside her windows as it pours 
down. Her telephone saves her from the necessity of 
donning over-shoes and raincoat and venturing out 
into the weather. Her shopping and social visiting, 
we are told, is done by the weather-proof telephone 
route. 

Here in a business office with ample window space, 
is a series of three highly decorative pictures with 
light effects. They tell three different stories. Num- 
ber one: A section of a busy New York City street 
shows the growing demand for speed which is met 
by the telephone. Number two: In a section of 

(Continued on page 67) 











“Girls! Here is a chair waiting for you”— 
an effective bid for operators. 
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OEHLER to ‘DIRECT 
I. A. D. M. Convention Forces 


President J. H. Everetts Selects Chicago Club Leader As Pilot of 
1930 Membership Gathering 


sy JAMES W. FOLEY 


Executive Secretary, International Association of Display Men 


ITH the announcement of President J. H. 
Everett’s 1930 convention directors and chair- 
men comes added assurance of the success of 
the thirty-third renewal of the I. A. D. M. 

convention, this year scheduled for Hotel Sherman, 
Chicago, during the days of June 16, 17, 18 and 19. 

Men of national importance, with reputations ac- 
quired through actual outstanding achievement, com- 
prise the president’s selections, and from director down 
not a weak spot is to be found on the committee list. 

Display managers throughout the country will en- 
dorse the appointment of Howard C. Oehler as director 
of the convention. This national figure has already 
accomplished a sparkling record in the display profes- 
sion and other divisions of merchandising, and _ his 
opinions are frequently solicited by store executives, 
sales organizations and advertising agencies thorughout 
the country. 

As executive display director for the Wieboldt 
Stores, Inc., Chicago, Oehler has perfected what is 
unquestionably one of the most efficient and smoothest 
operating display departments in the country, wherein 
the important function of budget control is exemplified 
in perfection. 

Oehler is as much an outstanding executive as he 
is an outstanding artist of the display profession, and 
his power of leadership and organizing ability have fre- 
quently been employed with distinctive success. As 
president of the Chicago Display Men’s Club, that 
organization reached its greatest heights, and this accom- 
plishment has, perhaps, been equalled, if not surpassed, 
through his success as builder of I. A. D. M. educa- 
tional convention programs. 

To Oehler, in great part, credit is due for the out- 
standing character and quality of the 1929 convention 
features, and President Everetts undoubtedly had his 
yeoman service in mind when he determined upon the 
man to direct the 1930 programs. 

Associated with Oehler and appointed to the office 
of assistant director and chairman of education, is Carl 
V. Haecker, director of display and equipment for 
Montgomery Ward & Co., chain store division. Here 
is another star in the display firmament with a record 
of constant accomplishment and advancement, and des- 
tined to reach the heights reserved but for few. 

Haecker first attracted national attention when em- 
ployed in a hardware store at Waukegan, IIl., but a few 
years ago. He was in charge of display, and knew his 





job so well and could tell the whys and wherefores of 
it so interestingly that he was in great demand at hard- 
ware conventions and wherever general merchants con- 
vened to talk shop. Carl is dynamic; he is a builder, 
he is a leader, and he is a “regular fellow.” President 
Everetts, Director Oehler and the association are fortu- 
nate in having Haecker in control of the convention’s 
most important committee. 

Next in order comes none other than the associa- 
tion’s “longest in constant and active service,” J. Dun- 
can Williams, identified with I. A. D. M. activities for 
more than a score of years. “J. D.,” as Mr. Williams 
is popularly and affectionately known by association 
men, is another national figure, and has spread the 
gospel of the I. A. D. M. and better merchandising 
through better displays in practically every state in this 
country and every province of the Dominion of Canada. 

He is a master of his profession and conceded to be 
the best orator and lecturer within the I. A. D. M. 
membership, Great may be the demands upon his time 
in his own successful business; “J. D.,” however, has 
never failed to “take time out’’ in order to lend his own 
mighty assistance to his association. 

Mr. Williams will direct the functions of the depart- 
mentals, inaugurated substantially last year, and an 
educational division destined to establish the I. A. D. M. 
convention as the most important merchandise institu- 
tion in the country. 

Lack of space makes it impossible to discuss at 
length the merits of the other committee directors and 
chairmen, but a glance at the roster will convince of 
their ability and standing in the profession, 

The complete list of appointments follows: 

Director of Convention—Howard C. Oehler, Wie- 
boldt Stores, Inc., Chicago. 

Associate Director and Chairman of Education— 
Carl V. Haecker, Montgomery Ward & Co. 

Director of Departmentals—J. Duncan Williams, 
Williams & Marshall, Chicago. 

Chairman of Photo Contests and Exhibits—J. W. M. 
Campbell, Carson, Pirie, Scott & Co., Chicago. 

Chairman of Hotel Reservations—Carl Balcomb, 
Montgomery Ward & Co., Chicago. 

Director of Publicity—George J. Cowan, National 
Dry Goods Reporter, Chicago. 

Director of Manufacturers’ Exhibits—James W. 
Foley, Executive Secretary, I. A. D. M., Chicago. 

(Continued on page 39) 
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Mother’s Day—Commencement—Tie-Ups With, Current Events— 
They Are Merchandising Assets for Drug Displaymen 


By CARROLL VAN VALIN 
Wakefield, Nebraska 


A “Mother's 
“Day” window 
that doubled 
candy sales for 
this unique 
holiday. 


LADLY I contribute what I can toward the 
betterment of our displays in general and 
especially of drug stores. Heretofore I have 
not been able to spend a lot of my time on 

the displays, yet they certainly are not of the shabby 
class. That is a great trouble with a great many of the 
small stores today, trying to get along on too little ex- 
pense for display. Too many believe that a few 
streamers here and there are all that are necessary. 
Sad but true! If the background is artistically trimmed 
and balanced, with a display card telling the passerby 
what you have—if it is impressive he stops to admire. 
Tf he is, say, giving a candy display the “once over,” 
as we sometimes say, he realizes that he must buy a 
sample himself and in he comes to make his purchase, 
and so another sale is made. Have your interior cases 
clean, well lighted and neatly decorated. Thev drive 
deeper the impression created while out on the side- 
walk admiring an attractive display. 

A few of my displays which were winners and which 





A graduation 
display 
trimmed in the 
class colors 
of the 
1929 seniors. 












Rose and White 
constituted 
the 
color scheme 
I ; chosen by 
oy ae tt a Van Valin. 

Pek Tye in : ‘ 


have helped establish us as an up-and-coming place of 
business illustrate our methods. 

The Mother’s Day display, using a combination of 
rose and white, helped double the sale of candy for us, 
as well as selling many other gifts to be given mothers. 
We hope this year to exceed the number sold last year. 
The graduation display was installed the latter part of 
May, 1929, and was trimmed in behalf of the graduat- 
ing class, of course using their high school colors. This 
window, in addition to being a sales producer, was a 
means of further establishing good will for us in the 
school. Several of the senior class this year have in- 
quired if I have made any plans for their display. These 
two displays won honorable mention in a national con- 
test conducted last May. 

A toothbrush and toothpaste window was the means 
of creating a general interest in the care of the teeth. 
This, indirectly, helped the local dentists. It was in 
this display that we established the Tek tooth brushes 
in our community and proved them wonderful “re- 


Already the 1930 
graduating 
class is pushing 
fora 
simular 
recognition. 
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peaters.” The fountain pen window helped us main- 
tain our majority of Moore pens in school. For this 
the Moore Pen Company, of Boston, Mass., presented 
me with a fine Tiger-eye pen with their wonderful post- 
ing point. This gift I cherish. Our Boyer and Armand 
displays have, like the rest, maintained their place in 
our list as sales-producing displays. This Boyer dis- 
play has recently been used in the Boyer advertising, 
and a picture was sent to everyone of their salesmen 
all over the world. Another Boyer display was put in 
the first of December. 

The Christmas trim did its share in keeping our 
Christmas trade up, so that our Christmas was as good 
as last year (1928), which was larger than usual. I 
wonder if there are many druggists in this part of the 
country who can say the same? Very few, I am 
afraid. 

I have a nice valentine window in now, which, so 
far, has been doing well and bringing in more cus- 
tomers than expected. It caused us to put in a hurried 
second order for mpre candy for this occasion. 





MAHARAM TEXTILE EXPANSION IS SWIFT 

The Maharam Textile Company, Inc., of 119 West Forty- 
eighth Street, New York City, is stepping out fast with its 
developments and creations in the window display fabric 
field. Officers also recently announced the opening of two 
new branches simultaneously, in the following strategic ter- 
ritories: Detroit, Mich., Don Ritten, representative, head- 
quarters Hotel Briggs; Boston, Mass., Raymond P. Plummer, 
representative, 420 Boylston Street. 

Both of these territorial men will carry comprehensive and 
generous-sized samples lines and the service will further 
insure follow-through on all deliveries. 











STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 
required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for April 1, 1930. 

State of Ohio, County of Hamilton. 

Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Secretary of 
the Display World and that the following is, to the best of his know- 
ledge and belief, a true statement of the ownership, management, etc., 
of the aforesaid publication for the date shown in the above caption, 
required by the Act of August 24, 1912, embodied in section 411, Postal 
Laws and Regulations. 

1, That the names and addresses of the publisher, editor, managing 
editor, and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Chas. R. Rogers, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners are The Display Publishing Co., 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; Maude 
Menefee, 3521 Raymar. Blvd., Cincinnati, Ohio; Stella Silverblatt, 729 
S .Crescent, Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: (If there are none so state). 
There are no bondholders, mortgagees or security holders. 


4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
Paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds, or other securi- 
ties than as so stated by him. 

NATHAN SILVERBLATT, Secretary. 

(SEAL) 

Sworn to and subscribed before me this 3rd day 


April 1, 1930. 


Notary Public, Hamilton Co., O. 
(My commission expires December 1, 1931.) 
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It’s Ahlroth Again 


April, 1930 


Californian Captures 
Chief Clock Contest Prize 


Entries in Competition Come from Hawaii and South America As Well 
As Most of the States 


ONCLUSION of the 1929 clock contest, spon- 
sored by the Clock Manufacturers’ Associa- 
tion of America found entries on hand from 
all parts of the United States as well as 

from Canada, Australia, New Zealand, Hawaii and the 
Phillipines. Findings of the judges gave the principal 
prize of $50 to Carl W. Ahlroth, display manager for 
the May Company, Los Angeles, and three second 
prizes of $10 each to Carl F. Goettman, Joseph Horne, 
Company, Pittsburgh; John R. Patton, L. S. Ayres 
& Co., Indianapolis, and the Rumsey Electric Com- 
pany, Philadelphia. 

So good were several other entries that a group 
of special prizes was created as acknowledgement of 
merit. In this list were Herbert Dasteel, Nathan- 
Dohrman Company, San Francisco; W. E. Lineback, 
Winston Salem, N. C.; James Chang, display man- 
ager, Benson-Smith & Co., Honolulu, Hawaii; Joye- 
ria “El Rubi,’ Humberta Segnini, Caracas, Venezuela, 
South America, and the H. E. Heacock Company, 
Manila, Phillipine Islands. 

The display created by Ahlroth was of unusually 
high character and showed considerable artistry and 
skill on the part of the designer. The keynote of the 
display was a large clock dial and in place of figures 
there were attractively arranged, different types of 
mantel and boudoir clocks. The background of these 
clocks was black and of uniform size and shape. The 
clock dial itself was white and the contrast with the 
black in the figure spaces was very effective. In ad- 
dition to mantel clocks, floor clocks were used against 
a backdrop of dark velvet and in the foreground were 
a limited number of watches, tastefully arranged. 
Small, unobtrusive signs, bearing the words “A Gift 
to the Family—High Grade Clocks—Specially Priced” 
were on each side of the window, and the whole effect 
was arresting. 

The display installed at Horne’s by Goettman’s 
aides featured floor clocks, mantel and boudoir clocks 
and had a background of silvery colored velvet fes- 
tooned with gracefully decked grapevines. Tall 
slender candles glowed in artistic candelabras. Small 
carved mahogany tables held most of the clocks while 
a few were carelessly arranged on the carpet, a soft 
gray color, deeper in tone than the drapery, but blend- 
ing harmoniously. The appeal of this display lay in 
its simplicity and elegance. 


R. Patton submitted two photographs of splendid 

displays. One setting was in natural sandstone 
with modernistic columns and brushed silver inlaid. 
The central Christmas tree was in red glass illumi- 
nated from the inside. The window fittings consisted 
of six black velvet covered lighted niches, the highest 
six feet, in which the clocks were displayed under 


strong hidden lighting. Other black covered plateaus 
completed the rich setting of the clock exhibit. The 
other display was made in the same sandstone set- 
ting, with additional ornamentations in brushed silver. 
The clocks were featured in the modernistic concep- 
tion of today, various sizes in squares and oblongs 
with black velvet coverings being used to display the 
clocks to advantage. Both of these displays showed 
such ingenuity that the judges awarded Mr. Patton 
one of the prizes. 

The Rumsey Electric Company overcame the diffi- 
culty of limited space by an original arrangement of 
shelving which enabled them to display a number of 
fine electric clocks. There was uniformity and sim- 
plicity in the display which immediately appealed to 
the judges. The shelving was devised in such a way 
that it seemed to be suspended in space and on each 
side of the third tier of shelves were hung two banjo 
clocks which completed the display. 

At Nathan-Dohrman’s, Display Manager Dasteel 
featured ship’s bell clocks exclusively. Everything 
in the window was in keeping, from the flags that 
hung suspended to the rich, dark curtain in the back- 
ground to the models of a schooner and sailing ships 
that occupied a conspicuous place near the front of 
the window. The clocks were arranged on chairs over 
which velvet was draped gracefully. This showed 
an instance of how it is possible to use everyday 
pieces of furniture in a window display effectively, 
without going to the expense of building shelving and 
tiers. Unless one knew that chairs were used in this 
display they would never have guessed that the beau- 
tifully draped stands concealed the homely outlines of 
a chair. A pastel-colored screen of a watermill and 
several ship’s lanterns completed this display. 

W. E. Lineback showed their clocks on marble- 
like blocks of varying height, each of which held a 
clock and occasionally a small bronze figure of an 
animal which greatly enhanced the beauty of the 
clocks. One notable feature of this display was the 
mantel on which several clocks were placed. This 
mantel had a mirror arrangement that reflected the 
clocks. 

At Benson, Smith & Co., Honolulu, Hawaii, Mr. 
Chang constructed a well equipped, modernistic . dis- 
play of alarm clocks which tied in successfully with 
national advertising. The grouping was very attrac- 
tive, each clock standing out individually. 


HE window of Segnini’s in the capital city of the 
Venezuelan republic effected the semblance of 
midnight with alarm clocks under lights so focussed 
that they stood out strongly against the somber color- 
ings of the background. A native house of bamboo 
and sawali was the background for the grouping of 
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alarm clocks featured by Heacock’s in Manila. Minia- 
ture ‘figures in the foreground were engaged in a cock- 
fight, the popular sport of the islands. 

A cash award of $50 was presented to Bartell Drug 
Stores, Seattle, Wash., for the best series of clock 
displays during the year. In all, this aggressive con- 
cern put on some twenty clock displays during 1929, 
an average of one almost every two weeks. With 
limited window space, they featured very effective 
displays of different types of clocks. In many of 
their displays they used dealers’ aids. In others, 
well known humorous characters were featured to 
show the value of time. 

An award of $10 was given to each of the three 
following concerns for the fine series of clock displays 
they put in during 1929: John Leeb, Wakeless Phar- 
macies, San Francisco, Calif., showed in one of his 
displays an unusual arrangement of a large clock dial 
with cutout figures illuminated, each of which flashed 
independently. Four glass cubes on which reposed 
clocks, were of different colors to bring out ideas of 
color in modern clocks. Paul Donelan of A. Stowell 
& Co., Inc., Boston, entered some fine interior displays 
of different types of clocks and submitted some very 
good rotogravure advertising of their clocks. The 
Owl Drug Company, Salt:Lake City, Utah, W. E. 
Mitchell, trimmer, showed excellent judgment in the 
arrangement of the various displays submitted. They 
used dealers’ helps to great advantage. 

Honorable mention was given to Frank A. An- 
drews, Inc., 276 Washington Street, Boston, Mass., 
and G. Fox & Co., Hartford, Conn. Certificates of 
merit will be awarded for the forty best displays sub- 
mitted and the names of winners of these certificates 
will be announced in a later issue. 

Plans for the 1930 contest have not yet been an- 
nounced but retailers are urged to take photographs 
of any displays they make and send them in to the 
Clock Manufacturers’ Association, 644 Drexel Build- 
ing, Philadelphia, Pa., at any time and they will be 
entered in the contest when it opens. 


Oehler to Direct I. A. D. M. Forces 


(Continued from page 35) 

ARRANGEMENTS have been made with the Rail- 

road Commission so that all those who attend the 
I. A. D. M. convention in Chicago in June, will be 
allowed one-half fare for the return trip after the con- 
vention is over. This privilege will apply to all ex- 
hibitors and manufacturer’s representatives, as well 
as to display men. 

When you buy your railroad ticket to Chicago for 
the convention, be sure to secure a rebate certificate 
from the ticket agent, or, if he cannot supply you 
with a certificate, secure from him a signed certifica- 
tion that a one-way ticket has been bought to Chicago 
under the I. A. D. M. convention half-fare privilege. 
This certificate must be deposited with the Secretary 
of the I. A. D. M., J. W. Foley, immediately upon 
arrival in Chicago, to be validated by him and then 
used as one-half payment for return fare. 

If you do not secure a certificate when buying 
your ticket it will be impossible to secure the half- 
fare rate on the return trip. 
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CREATIVE WINDOWS 


Fairy Form display of Thi Hi 
models at the James McCreery Company 
New York City 


Fairy Forms 
give them Individuality 


ISPLAY men who con- 

sider window dressing 
a creative art are ever alert 
to achieve the unusual—to 
give their windows indi- 
viduality. That is why so 
many of them are using 
Fairy Forms in their hos- 
iery displays. 





Fairy Forms are grace- 
fully poised on their toes, 
suggesting living action 
and balance. They are 
Juvenile Forms designed weighted so that they stand 
to display boys’ and without support. And their 
girls’ hosiery, including porcelain-like smoothness 

boys’ golf hose. . ; 
will not cause runs in the 


Height of forms 13” : 
Price $4.50 a pair sheerest chiffon. 





Fairy Hosiery Forms are 
made in nine models for 
every display need. The 
two models shown here are 
designed for attractively 
showing children’s socks 
and juvenile hosiery. 


If your jobber cannot 
supply you, write direct to 


SHOE FORM CO., INC. 
Auburn, New York 
Licensed Manufacturing Branches 
Excet Farry Form Co., 
East Saugus, Mass. 
Unitep Last Co., Ltp., 
Montreal, Quebec, Canada. 


Tair forms 


e 
PROTECTED BY AMERICAN Hosiery AND FOREIGN PATENTS 





Children’s Forms. 
Children’s socks Sell 
faster when displayed 

on these forms. 
Height of forms 0” 

Price $4 a pair 
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Bringing Out the News In 


cAdvertising 


How Display and Newspaper Publicity Would 

Be Conducted and How Stocks Would Be 

Merchandised If Newspaper Executives Ruled 
the Store 


3v R. J. THAIN 


Advertising Manager, Carson, Pirie, Scott & Co., 
Wholesale, Chicago, Iil. 


(From an Address to the Minneapolis Advertising Institute) 


ITH the swiftness of the fastest airplane 
which makes the flight of the eagle seem 
sluggish, with the speed of the Broadway 
Limited, of the wireless flash almost, events 

whizz by us. Men become famous for a day, fade out 
and new names take their places; fashions are in 
vogue for a moment and are gone. Things that seemed 
stable such as short hair and skirts because of their 
very good sense and the comfort they brought are 
swept out of the way on account of the desire of this 
eternally restless age for constant change. Sensible 
women folk, and barbers and hosiery manufacturers 
who waxed fat thereby, protest, but Patou speaks 
from France and “good-bye.” 

Prohibition, put on the map by one of Minnesota’s 
illustrious sons, seems the only topic that is always 
at the height of style. 

News, that but a few short years ago would have 
called for the front page and perhaps an “extra” at 
that, is now found buried in the second section—sixes 
pass to eights, then to sixteens and front-wheel drives 
in a way that worries the man, who expected to run 
his new car for at least two seasons, to distraction. 

The American public today has a “movie eye”— 
they look but do not see, unless the picture flashing 
before them on the silver screen presents some novel, 
tense, active situation. They have a radio ear and 
listen but do not really hear, unless some weirdly out- 
landish jumble of barbaric cords or the conversation 
of “today’s” fleeting favorite of the air pours quickly 
from the super, ultra dynamic speaker. 

It never was so hard as at the present time to make 
predictions as to the morrow and the prophets who 
told us that there never could be a break are without 
their profits—even as you and I who found out that 
we are holding only a “scrap of paper.” 

With all things passing by us so rapidly, it is up 
to the retailer—that great ultimate distributor on 
whom all business and labor depends, that first thin 
line of defense for prosperity—-to catch and hold the 
attention of the movie eye and radio ear. 

And how must we do it—through advertising—be 
it magazine or newspaper page, display window, sales- 
manship or radio? 
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“We must dramatize our displays, too, Mr. 
Friday, both in our windows and in the store 
itself, using prices- with every item so that a sale 
will be made as the customer looks. Remember 
that the eye retains 22'4 times as long as the 
ear. Use geographical and historical back- 
grounds but never let anything overshadow what 
we have to sell. Sugar-coat your news with hu- 
man interest so that your windows become like 
the front pages of a favorite newspaper and the 
hurrying public will stop and read. Use ensem- 
bles of all style goods throughout the store, 
especially in head-on positions. 








What does the word “advertise” mean literally? 
Ad means, toward, verto, to turn. 

Then for instance it is our serious business as the 
public rushes forward to cause it to turn toward, look 
and pause a moment at what we have to sell. 

And that’s the big part of our job, to sell more 
goods—at a profit. 

What is the medium we naturally turn to in our 
desire to sell? The newspaper. 

And what is the primary urge that makes the aver- 
age person want the paper more than the money it 
costs? The news—for most of us will scan the doings 
of the day, before we take our first sip of breakfast 
coffee—to see what has gone on in world affairs, what 
new scandal has come up, what society is doing or 
how the market is going. 

The newspaper then is bought primarily for the 
news it contains and news, of course, literally means 
“something new.” 

The more nearly we make our advertising, our 
display, our very sales talk—news, the greater the 
chance it has of being read and seen and heard. Why 
not then turn to the making of a daily newspaper as 
a pattern in our own selling? 

* * 2 

I was raised in the newspaper world as represented 
by the Chicago Daily News and the smell of ink on 
the presses and the din of the local room is not far 
removed from my present occupation as an advertising 
merchandise man. 

How well I remember the “old man” as the news- 
paper fraternity fondly refers to the managing editor. 

There was a little sign behind his desk that read: 
“Be sure it’s the truth—it’s news, then write it briefly 
and interestingly—and in English.” 

And that’s what we, as advertising folk, must try 
to do. 

Let’s put the “old man” in our chair and see how 
perfectly he’d do the whole job of running the store 
or any business for that matter. Wouldn’t it be an 
interesting experiment ? 

a 

Seven-thirty A. M. comes, the whole staff is on 
the job, every reporter in his place, every boy, every 
linotype man, every pressman; like a well-trained 
army just before battle. A hundred story “leads” are 
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on the spindle—what will the readers relish today and 
what are their relative merits as to position? First 
edition must be on the streets on time. And with a 
“scoop” if possible. 

+ +7 

Now we'll transpose him—chair, desk, office and 
all—into the department store with merchandise rep- 
resenting “leads” on the spindle and see how he’d go 
about it. Let’s presume that he has thorough knowl- 
edge of every man’s job in the store. 

Smith, the merchandise manager who represents 
the city editor, is called in, “How are your stocks, 
Smith? They ought to be at their peak for it is just 
fourteen days before Easter and we want complete 
lines of hot stuff. Don’t play up your old goods if 
you have any; push the items that your customers 
demand right now and be careful of the untried styles 
that are experimental and may not go. They’re likely 
to cause you mark-downs. Watch your deadlines on 
“news” as it gets old and don’t keep apparel on the 
rack much more than thirty days after receipt—get 
rid of it quickly. Look out for prestige merchandise, 
too, that your wife and my family may think we ought 
to carry and that the display man thinks he needs for 
a special trim—carry only what you actually get a 
call for. 

“Keep your price lines on wearables down to the 
fewest number possible—not more than three if you 
can help it, and these must be marked at the fastest 
selling prices arrived at from your own past expe- 
rience and the experience of other stores in your 
locality. 

“This will make it easier for the customer to make 
a selection and will always keep your assortment more 
complete, eliminating the last half dozens. 

“If you have goods in your highest price line that 
move very slowly, slide them into the range just be- 
low rather than hold a sale before your proper mark- 
down time. 

“Keep stocks in a sweet position so that when your 
sale time comes you'll be able to purchase plenty of 
goods at a price to put on a profit-making event. 

“You say the ensemble’s the big ‘news’ this year? 
All right, keep everything together that goes with the 
apparel right out in front all the time. Style mer- 
chandise, millinery, shoes, gloves, bags, jewelry, 
hosiery, lingerie. Put it on the tongues of all the 
sales people so that when they sell a dress they will 
remind the customer there’s a hat to go with it, or a 
bag is featured in this or that department.” 
+’ * 


Now for the store stylist or fashion editor. 

“Good morning, Miss Jones. You’re sure we are 
up-to-the-minute in every one of our style sections? 
Are you watching our Paris reports and the style 
magazines for new trends that may lead to real fash- 
ions later on and may help us scoop our rivals by 
being first on the street with them? Are we style 
right on the goods we are playing up in our ads; are 
you keeping in touch with the buyers on styles that 
show the slightest tendency toward slipping ; keeping 
our advertising and display heads informed as to 

(Continued on page 64) 
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OE ims 


Moderne 
Effects 


Quickly Achieved with 


Cornell 


Panelized Timber 


Decorative pieces — harlequins — 
mosaics are easily made with 
Cornell board and Tile board. 


Ease in cutting ... even, clean cut 
edges—much appreciated Cornell 
advantages—make fast work. 


And Color! Use it as you want— 
in paint, enamel, lacquer, water 
colors or plastic finishes. 


Economical, too. Cornell is inex- 
pensive, it saves time in construc- 
tion, it may be used again and 
again—in different displays. 


Decide now to put Cornell in your 
stock room. See your lumber 
dealer, or write to us, today. 


CORNELL 


WOOD PRODUCTS CO. 


307 N. Michigan Ave. 
Chicago, Ill. 
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Styles and Colors for 


pring Shoes 


Gone Are the Days of the Dress for All Occa- 
sions. In Correct Ensembling, the Footwear 
Must Match the Coat or Hat 


3y CLARA RUE 


Fashionist, Schuneman’s & Mannheimer’s, 
St. Paul, Minn. 


(From an Address to the Northwestern Retailers’ Regional Association) 


HE costume for spring, 1930, is like a mosaic 

—a mosaic of good taste. Each accessory 

fits carefully into the pattern of the whole; 

each is lovely in itself, but never by itself, 

for it belongs to the whole effect. Into this mosaic 

fit the shoes. They must not stand out from the rest 

of the costume, but they must be exactly right as to 

color, material, and design in order that they may 

contribute their share to the mosaic, and not mar the 
costume. . 

This season, more than any other, the costume 
mosaic must be individual and appropriate. That is, 
it must be distinctive and it must fit the occasion, and 
dressing to fit the occasion is not the simple matter 
it once was! For gone are the days of the straight, 
simple, short dress with its haphazard accessories that 
“went places and did things” at all hours—the same 
dress for all occasions. Now there are six different 
occasions, each one requiring a special costume that 
varies according to the occasion. The six costumes 
are: 

Active sports wear. 
Spectator sports wear. 
. Street wear. 

. Formal afternoon wear. 
. Dinner wear. 

. Formal evening wear. 

Inasmuch as each of these six occasions requires 
its own apparel and accessories, let us for convenience 
divide them into three groups—sports wear, daytime 
wear, and evening wear. And now let us look at spring 
apparel with its accompanying accessories, according 
to these divisions. 


Aw Wh 


IRST, let us regard the sports costume. For sports- 

wear, the shoe may match the dress or coat; it may 
match the hat and handbag as a color accent; or it 
may be of white with brown, the proper shoe for any 
sports costume. Since it may match the dress, we 
must discover what the outstanding fabrics and colors 
are in sports dresses. We find that flat crepe, shan- 
tung, jacquard silks, and silk serge are leaders in the 
silk family; that lacy jersey is important in the light 
woolens; and that cottons are scheduled for greater 
favor than they achieved last year. These cottons in- 
clude linen, pique, madras, and the sheer voiles and 
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organdies for spectator sports. With the cotton sports 
costume, the linen shoe—either tinted to match or in 
white—is correct. With the silks or wools for sports- 
wear, the calf and buck shoe with solid leather heel 
in either one-strap or oxford styles is worn in brown 
and white combinations. Beige snakeskin and one- 
strap kid shoes are both used. And much white for 
sports shoes, probably because of the prominence of 
white in+ the dress and coat. 

In the shoe it is most effectively combined with 
another color which serves to accent the white. That 
color should appear somewhere else in the sports 
costume, since no one touch of color should stand 
alone without a complement. In order to determine 
just what the color shall be, we had better glance 
over the color chart for sports dresses. After white, 
which heads the list, come peach tones, boise de rose, 
yellow greens, yellow, pale ice green, pale blue, gold, 
violet, black and white. 


Since the shoe may match the coat, let us look to 
our coats for sportswear. Loose, spongy tweeds, 
wool crepes, jersey, flannel and heavy cottons are 
favorites; the best colors being white first, then 
beiges, then yellow, then intense green, red, and navy. 

We have said that the shoe may match the hat 
and the handbag, the three of them making a color 
accent for the costume. The hat for sportswear is 
either a beret or a brimmed cloche in tweed, linen- 
like straw, or felt. The handbag is a simple envelope 
or pouch in flat style; it is of linen or shantung for 
cotton costumes, or snakeskin or washable white kid- 
skin for silk or wool costumes. We have noted the 
tie-up between the linen bag and shoe, the snakeskin 
bag and shoe, and the white kidskin bag and shoe. 

Since shoes are closely allied with hosiery, it is 
essential that we look at sports hosiery. It is darker 
this spring than it was last spring, and the effect de- 
sired is a medium-brown effect. It is of lisle in sun- 
tan colors, or of service weight silk in shades that har- 
monize with complexions. If half sox are worn for 
golf or tennis, they have colored tops. 


O much for the sporting occasions. Let us change 
our clothes now, and dress for general street and 
daytime wear. Now the shoe must match the coat or 
dress, the handbag, or the fur trimming on the coat. 
Coats this spring will be of suede-like woolens, loosely 
woven tweeds, wool crepes, coverts, canton failles, and 
twills; their colors will be black, navy, beige, cocoa 
brown, bright blue, medium green, and light green. 
Dresses will be of flat crepe, canton faille and sheer 
woolens ; they will be colored in black for early spring, 
then medium blue, navy, beiges with a yellow cast, 
beiges with a rose cast, medium greens, prints, rust 
or red tones. A high-fashion which will not attain 
much volume will be gray with a rose cast. Purple 
is going out. 

The suit is tremendously important for spring 
wear. The shoe may match either the jacket and skirt 
or the blouse. The jacket and skirt may be of multi- 
colored tweed, tweed jerseys, wool crepes, canton 
faille, one-tone tweeds, suede-finished woolens, and 
mannish suitings. Beige with brown is a favorite 
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How the average shoe house can dramatize current happenings—a simple “June bride” trim by T. Willard 
Jones for the Phelps Shoe Co., Shreveport, La. 


color contrast, black and white, and gray and white 
are also shown. Navy, black and green look promis- 
ing for the jacket and skirt colors. With the suit goes 
the blouse, which the shoe may match if it pleases. 
Blouses this spring are of silks, shantung, or such 
cottons as pique, batiste, linen. They appear in egg- 
shell, white, beige, peach, prints, rose, light greens, 
turquoise, yellow and bright red. 

The shoe for street may match the handbag. What 
of the handbag, then? It is flat in shape—either a 
pouch or an envelope—of calfskin, suede, or water- 
snake. It frequently appears in brown, navy, black, 
or beige. 

As for the hat to be worn with the daytime cos- 
tume, it may be of felt, of bakou, or of those new 
straws: Porte Bonheur and Panamalac, both lus- 
trous. These last two lustrous straws may revive 
patent leather in shoes, as may the printed flat crepes 
in dresses. Patent leather will bear careful watching. 

The hosiery for street wear is in darker shades that 
harmonize with the costume colors, sometimes lighter, 
sometimes darker. It is of chiffon-weight silk, has 
narrow heels, and may have French clocks. Novelty 
heels have passed out of the picture. 

And now for the shoe that is at the bottom of the 
costume. This shoe may be an opera pump, a one- 
strap, or an oxford. It will be simple, and what little 
trimming there is will be restrained. Black kidskin, 
brown kidskin, navy and green kidskin, watersnake, 
and combination leathers will be seen. 


ND so we have come to the evening mode. For 
formal evening wear, the shoe may match the 
wrap or the dress, having been tinted to correspond 
in color. If the shoe is dyed to match the wrap, it 
must contrast with dress, or vice versa. The favorite 
fashions in evening wraps are those of transparent 
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velvet, taffeta, lame, flat crepe, velveteen, and moire in 
such colors as black, coral, capucine, pale green, gold, 
white, pale beige. Evening dresses are of chiffon, 
net, flat crepe, satin, taffeta, cotton net, and organ- 
dies in white, peach, pale green, black, prints, bright 
green, rose red, and light blue. The evening shoe may 
be a strapped sandal, an opera pump, of moire, satin 
or crepe de chine dyed to match the dress or wrap 
and trimmed with gold kid, or the shoe may be of 
neutral lame or brocade which matches the fabric of 
the handbag. The hosiery for evening will be of 
sheerest chiffon in complexion skin tones which har- 
monize with the costume. 


ND now that we have finished with the costume for 
sports, for daytime, and for evening, we had bet- 
ter consider skirt lengths. For the length of the skirt 
affects the shoe as to its heel. The accepted skirt 
lengths for spring vary according to the occasion just 
as the costumes do. For sportswear, when freedom 
is needed, the length will be to the upper calf, which 
is about four inches below the knee. For street wear, 
the skirt will be to the middle calf, which is about six 
inches below the knee. For formal wear, the skirt will 
be to the ankle. And, for all but formal occasions the 
skirt will be even hemline. It may be slightly uneven 
for formal wear if it pleases. 

Since skirts have settled down to length, then it 
follows as a matter of course that heels on shoes must 
settle down to height. Not ridiculously high any more 
than the skirts are ridiculously long—for they are not. 
But a graceful, feminine height to the heel and a 
flattering length to the skirt naturally belong together. 

And so, looking ahead into the spring selling sea- 
son, we should say that it looks brightly prosperous 
for the shoe dealers. For every costume must have 
its own shoes. 
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(SHE “STEP” 


How This Form of Arrangement Affects the Balance and Rhythm of 
the Display; Examples of Its Employment 


By WILL H. BATES 


WINDOW dresser may know all about the 
good points of the merchandise he has to 
display, but, unless he also knows some- 
thing about the methods used in arranging 

the items in the window, his displays may fall short 


From the standpoint of art and design, the two 
outstanding points will be balance and rhythm. Bal- 
ance is that quality of a design which causes it to be 
evenly matched on each side of a given center. Bal- 
ance is not always synonymous with symmetry. In 
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An illustration of the evolutions of the step and media that may be utilized in its development. 


of what is expected of them. He must know how to 
display the goods in the most effective and pleasing 
manner. He must know how to display them in a 
way that will attract the average passer-by, or in a 
way that will interest the public. 

Putting aside for the present, any help that may 
be gained by the used of decorative backgrounds or 
set pieces in the display—and it is not denied that 
these items have a great deal to do with the attrac- 
tiveness of a display—let us try to analyze the points 
in the arrangement of the merchandise that make for 
an effective trim. 


symmetry, things that are exactly alike occupy exactly 
the same space on each side of the center. That is 
the effect you have in building up a unit group in the 
true pyramid effect, as explained in the first article in 
this series. However, a balanced effect may be se- 
cured, even though the two sides are not exactly 
alike—unequal in height, for instance, as explained in 
the second article, dealing with the zig-zag or stag- 
gered grouping. 

By rhythm is meant the repetition of a certain item 
or motif, spaced at regular intervals, as evidenced in 
designs for wall paper, fabrics or borders. It is this 
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repetition that gives it a smoothness, that something 
that makes the design pleasing and effective. Objects, 
dissimilar in outline, spaced at the same intervals, 
would give a ragged effect, confusing to the eye. That 
is why a unit group of merchandise made up of a 
number of packages of the same item, is much more 
effective than the same grouping would be if made up 
of a number of different items. For that reason, a 
window made up of one line is always much better 
than a window full of a number of different lines. 

This matter of rhythm, the repetition of a number 
of items or motifs, in an orderly arrangement, which 
helps so much to give a “smoothness” to a window 
display, and makes it easy to look at, instead of con- 
fusing to the eye, as is the case where too many 
different items are shown, is a point that is often 
overlooked by display men; and especially so in those 
stores where the proprietor may have the idea that a 
window display should contain a sample of about 
every item that is carried in stock. 


NE of the most effective ways of grouping items 
in a display unit to carry out the effect of rhythm, 
is to make use of the step arrangement. This idea is 
illustrated in sketch No. 12, in which three stands 
having a graduated break in their heights, (usually a 
six-inch drop) are lined up in a row to step down from 
the high one in the back to the low one in front. The 
line up of the stands, as indicated by the mat on which 
they stand, should carry an angle of about 45 degrees 
with the plate glass front. 

In this grouping, the best effect is usually secured 
when the three stands all face the same way, prefer- 
ably at right angles to the line formed by the stands, 
and with each item placed on the stands at a uniform 
angle. This uniformity helps to carry to the eye the 
even spacing of the steps, a point that is lost if the 
stands are turned or tilted at different angles. 


In this respect, the step arrangement differs ma- 
terially from the zig-zag arrangement described in 
the second article, as in this grouping the angles at 
which the stands or merchandise items are placed, can 
vary considerably. 

The step idea is also quite often incorporated into 
a single display stand as shown in sketch No. 13. The 
same idea of a stand with small shelves in place of the 
T-bars, is also available, and may be used for many 
purposes. 


In sketch No. 14 we have a suggestion for a home- 
made display stand in the modern art treatment, using 
shelves in the step arrangement. A stand easily made, 
and painted in bright colored lacquers, will be a handy 
addition to your display equipment. 


In fact, the modern art craze has made use of the 
step arangement in many ways, and especially in 
those treatments where the items are to be shown on 
block pieces. Two examples of this are given in the 
sketches Nos. 16 and 17. This latter unit, you will 
notice, is getting back again to the general shape of 
the pyramid, a formation that you will find yourself 
coming back to in a more or less definite way, from 
time to time, in making up your display units. 
(Continued on page 66) 
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| Wood Carving Service 


WE offer you a com- 
plete wood carving 
service, maintaining one 
of the largest factories in 
the country devoted ex- 
clusively to wood carv- 
ing. Many of the ma- 
chines in our factory have 
been developed in our 
own engineering depart- 
ment for the production 
of machine carved wood 
mouldings, ropes, beads, 
etc., with all the charac- 
ter of hand carving. 
Our hand carvers, many 
of them from the Old 
Country, are true artists 
and their work is superb. 
No matter what you 
may need in machine or 
hand carving wecansup. <> 
ply it to your specifica- ] 


“? 


> 


d 


BS” 5 ai 9 cia 
sail 


——_—_ 


— 


| aii ~ ees. 


v 


* 


tions and give you every 
satisfaction. 


Klise 
Manufacturing = 


Co., Ine. 
GRAND RAPIDS, MICH. 
Eastern Office and Show 


Rooms, 192 Lexington Ave. 
New York City 


— 
oy om 


be A a a a ee ed 


--- @ Garment Rack by 
“TIMBERLAKE” 





H®E is a mobile garment rack which will prove 
useful in many departments throughout your 
store. 


No. 1023, height over all 6 ft., width 5 ft. 6 inches. 
When assembled to make lower rack, height is 5 it. 
6 in., width 6 ft. Polished cold rolled steel 1%” 
diameter, upright tubing. Cross bars polished 1%” 
diameter, cold rolled steel. Underslung cast feet 
width 17” with ball-bearing rubber-tired casters, 
diameter 3”. Top corner cast with 2” hook for 
holding selected garments, an exclusive feature oa 
our rack. 


Base attached to cross member without threading. 
Heavy set screw holds securely. All joints fastened 
together with slip joint not threaded. Securely 
fastened with square head set screws. Easily as- 
sembled. Statuary bronze finish. Price, each $7.50. 


No. 1023F garment rack with 5% by 7 inch card 
frame, $8.25 each. 


Floor garment racks supplied in T-shape with heavy 
base and fancy ornament at bottom of tube. Re- 
volving T-top. Very moderately priced. Write for 
supplement 36-C. 


Member National Display Equipment Association 


J. B. TIMBERLAKE & SONS, Inc. 


JACKSON, MICHIGAN 
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The “Ship of Shirts” created by John McGurk 
for the Forbes Company, Homestead, Pa. 


OING away,” mused John McGurk, the 17- 
year-old decorator, who presides over the 
windows of the John Forbes Company, 
Homestead, Pa., “would not be worth much 

minus shirts. We have all been pushing luggage, but 
haven't we forgotten that luggage minus contents is 
nothing but baggage?” 

Whereat the genial young man turned about and 
proceeded with the creation of a shirt display, which 
told all the Homesteaders and their wives that shirts 
and vacation were as closely linked as butter and but- 
termilk. Out of the ample stocks he rooted up an 
array of shirts that suited his purpose and turned to 
the task of building an excursion steamer, shaped and 
fashioned from the lowermost turn of the keel to the 
uppermost tip of the funnels completely of shirts. 

Here’s how he did it. He first obtained a large 
piece of wall board which he hewed into the outline of 
a boat—funnels and all. For these crowning features 
of his vessel he was compelled to accept a compromise 
for shirts would not do very well in bringing out the 
color scheme dear to the hearts of today’s mariners. 
He was forced to fall back on red and black bunting 
laid in two strips so that the proper appearance of 
the legendary funnel was achieved. For smoke, he 
rested dependence upon a swath of cambric puffed 
above the smokestacks. 

Then, row on row, he fastened his shirts in hori- 


A neat presentation of underwear in which McGurk 
reflected the season with foliage and matting. 
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A Steamer Built of 


SHIRTS 


John* McGurk Shaped It to Turn Male Minds 

to Thoughts of Vacation Apparcl—Alabaman 

Proves Power of Ensemble on Small Town 
Buyer 


zontal files across his support until the white outline 
of a boat loomed up. At the bow he placed an Ameri- 
can flag and followed this with a commentary on pos- 
sibilities for travel abroad by pinning foreign flags to 
black background hanging. Luggage was massed 
around the “boat” in furtherance of the “going away” 
theme and finally green satin was puffed about the 
base of the “craft” to simulate water. Who will say 
that the scheme was not novel, or timely, or, most im- 
portant of all, effective? 





A careful ensembling of Middishade Serges by N. C. 
Allen, Gadsden, Ala. It sold the ensemble twice. 


McGurk was also responsible for the showing of 
underwear which appears in the center illustration. 
There were no startling innovations in this display 
but it was so well in line with the requirements of the 
period that it is presented as a simple and easily- 
imitated creation. Grass matting and green foliage 
joined in emphasizing spring’s arrival nicely setting 
off the green panels which were intended for a set 
piece, and enveloping the underwear in a seasonal at- 
mosphere of great value. The goods were shown on 
boards and forms, the lower ends being brought down 
to the base of the pedestals and anchored tightly. 
Plateaus at the extremes and a higher stand in the 
center featured the composition. Leg forms and hose 
in cartons were used as accessories. 

It is quite commonly acknowledged that ensemble 
purchases are by no means common, despite the care 
used in ensemble trimming. Selling by ensembles is 
a pinnacle to be reached only after long and laborious 
toiling. Hence when a display in a small city pro- 
duced a number of ensemble sales, in addition to 
boosting the volume of business on the items con- 
tained in the ensemble it is pretty sure proof that the 
window “was right.” 
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Such is the achievement of a trim executed by 
N. G. Allen for Frank & Hagedorn of Gadsen, Ala., 
featuring Middishade blue serges. Commenting on 
its accomplishments, the designer declares that “This 
window sold the complete ensemble twice and greatly 
increased sales of blue clothes.’ Since sales are the 
gauges of display efficiency, it must be conceded that 
Frank’s window possessed quite a lot of this much 
sought energy. 


Display Technique 
(Continued from page 9) 
past the goods to the setting entirely obscuring the 
merchandise. This not only constitutes an extrava- 
gant misuse of money, but defeats the purpose of the 
display as well. The most serious reflection that can 
be made upon a display manager is commendation of 
the beauty of a display when the party who offers 
the praise fails to recall the kind of goods presented. 


NOWLEDGE of style is expressed in the goods 

selected for presentation. Although the latter 
may be the last word in style, they may fail to win 
popular approval if, by any circumstance, they seem 
extreme or too odd for immediate and popular ac- 
ceptance by the store clientele. 

Accessories are as important in display as in cos- 
tuming and it is the displayman’s duty to see that 
they are correct in all details. Color harmony or con- 
trasts and the correct assembling of types are im- 
portant features. The accessories should be fashioned 
into a definite arrangement either linking up with 
the color scheme of the window or providing a fitting 
contrast. Color preferences change so fast that it 
would be useless to prescribe color schemes. As to 
types there should be no confusion of various types of 
apparel, as for instance, sports wear with street wear. 

To indicate the opportunities for merchandise en- 
sembles, a series of windows might be employed, each 
carrying out a single theme. One window might be 
devoted to presentation of orchid dresses as the key- 
note. Another window might stress shoes because 
of their harmony with the color theme. 

The next requirement is immaculate cleanness. The 
most perfectly constructed displays are sometimes 
ruined because the display manager is not sufficiently 
careful in this respect. Dirty fixtures, carpets or set- 
tings are inexcusable, in my opinion, and detract from 
store prestige. Just as the better class of patrons will 
not buy soiled garments, they will not be interested 
in unkempt windows. 

The trend in department store trimming is toward 
modern art imparting to the displayman the task of 
preparing simple and dignified settings in harmony 
with his goods. The day of crowded windows is over. 

The strong points of merchandise can be brought 
out with effective sales promotive qualities through such 
windows as are represented in the boys’ clothing dis- 
play shown herewith. We feel that this type of window 
is doing a much better job than some of its prede- 
cessors, basing our conclusions upon the many sales 
that have been credited directly to the window display 
and that unusual sales were reported at the time that 
this set was on view. 
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Morey Enlarging Projector 
NOW! $22.00 Complete 


Except Lamps 
SOLD NATIONALLY 


This projector was designed by the Morey 
Studios for their own use in making 
backgrounds, screens and posters, also for 
illustrating lectures in the Morey School 
of Window Decorating. 

Enlarges a 7” x7” picture up to 8 ft. by 
8 ft. Adjustable stand. Four-inch lens. 
Two focal adjustments. 


Morey Decorative Studios 


107 ARLINGTON ST., BOSTON, MASS. 
Distributors Wanted ~ a 
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An unique arrangement animates this hosiery 
promoter—good now or at any time. 


HE displayman who is keen and alert can find 

ideas for backgrounds in countless places. 

And usually these ideas can be gleaned from 

little episodes of daily tasks or in moments 

of relaxation. I wanted a setting for “Baby Week” 

and I found it—at home—in a baby photograph. I 
am showing it herewith. 

The central part of the setting is used exactly as in 
the photograph, with the exception that the openings 
for photographs are added ,and likewise the lettering 
that tells the story- of the arrangement. The picture 
can be painted or a shadow-box may be utilized and a 
wax figure employed in place of the painted figure. 
“Baby Week” can be painted or cut out. If cut out, 
pin it to the background in several places and pull out 
to the pinheads, thus giving relief to the letters that will 
make them stand out effectively. 

The inside frame of the background can be covered 
with plastic paint and the beading formed of the same 
substance and put on with the relief bulb. The side 
pieces are made to conform with the center panel. They 
are hinged and support the entire setting. Delicate 
colors, such as pink and blue, their shades and tints, 
should be used in this composition. 


A timely scheme is offered for showings of bathing 

and beach apparel, and, as will be noted, it can be 
designed easily and installed with equal readiness. The 
large circular design is painted on wallboard reinforced 
with wood strips. This display should be executed in 
cool summery colors suggesting the seashore. The 
beach idea is carried out by the use of a beach umbrella 


A beach setting opportune for showings 
of beach apparel. 
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A Trio of Timely 


SETTINGS 


By JOHN H. GRAY 


and a chair. The palm trees and clouds suggest relief 
from summer’s heat. ‘ 

The posts at the side are used to support as well as 
ornament this design, and can be painted in shades of 


blue-green to suggest coolness. The palm trees at the 


sides are cutouts of wallboard and painted in natural 
colors. The base of this design is painted a deep sand 
color to carry out the seashore effect. 


BACKGROUND for a hosiery display for any 
time makes use of a shadow-box with a mechanical 
maid of wallboard. 


“Baby Week” celebrated at various times during spring 
is bettered when a setpiece of this type is used. 


The shadow-box is built of wallboard and lumber 
and should be deep enough to give the proper effect. 
The boudoir atmosphere is carried out with the use of 
a ruffled curtain (from the store’s drapery department ) 
and by having the back portion papered with a good 
grade of bedroom paper, and the lower portion made 
up to resemble the floor. 

Milady is only suggested by the cutout legs at the 
left of the setting. 

The maid is a wallboard cutout with movable arms, 
which are animated by running a cord from them to an 
oscillating fan in the rear of side set-backs. The motion 
is up and down to attract the attention of shoppers. 
A pair of hose in a new shade is fastened to her hands 
and another shade hung over her arm as if to find the 
preference of her mistress. These figures should be 
painted in natural colors or could be dressed, though 
painting would be ideal. The frame of the center panel 
can be “textoned” and painted. 

The side pieces are hinged and can be set in zig-zag 
fashion. They are painted in various shades of one 
color and with a decoration to tie them up with the 
center panel. 
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Modernist Decoratives Yield to 


FLOWERS 


Where Merchants Reckon Window of More 
Worth Than Space for Stacks of Goods 
Appreciation of Floral Aids Mounts 


By CARL F. METER 
Adler-Jones Co., Chicago, IIl. 


T is rather difficult to furnish any definite informa- 
tion regarding the style tendency in display, as 
there seems to be an unsettled condition in the display 
field as to just the right manner for the display man 
to handle his settings and decoratives. 

The writer’s viewpoint is toward simplified and 
dignified backgrounds, supplementing the background 
and merchandise with proper floral decoratives to en- 
hance the beauty of the display and catch the eye of 
the passerby. 

Many institutions overlook the importance of their 
windows as sales producers, and, instead of creating a 
picture in the window that will draw the attention of 
the prospective customer, it appears that they would 
rather pile a lot of unwanted merchandise in a window 
at a cut price, figuring that this is the proper method 
to pursue to create sales. 

The bizarre modernistic trend of the past several 
seasons was short-lived. Instead of supplementing the 
merchandise shown by the use of this bizarre modern- 
ism, it had a tendency to detract the eye of the customer 
from the merchandise to the fantastic setting itself. 
Instead of creating sales, the selling value of the window 
was lowered, not improved, through the use of a great 
deal of this modernistic type of setting. 

Looking into the future, I would say that the proper 
use of floral decoratives, used with simple, dignified 
backgrounds or settings, working out a color effect 
embellishing the merchandise on display, will produce 
maximum sales results and build an institution quicker, 
and on a sounder basis, than the window that is con- 
stantly offering the sale of merchandise at a cut rate. 


Out of the Mail Bag 


(Continued from page 3) 





created by morning and early afternoon sunshine in- 
creased by the reflection which these panes will de- 
velop. At night, on the other hand, the display will 
be virtually flooded with the bewildering brilliance 
of these mirror like sections. 

The fact is that mirror backgrounds in department 
stores passed out of vogue a long time ago. They are 
distinctly too feminine for use with hardware and 
can hardly be justified from the standpoint of lighting. 

You can do a splendid job of display with the 
paneled backgrounds that you now have and with a 
handful of plateaus and stands you can turn out win- 
dows that will have no peers anywhere. 
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that modern art is indispen- 
sable to your business 


shows 


you how to use it 


every 
retail merchant, manufac- 
turer, display artist, designer 
and constructor, should have 
this book on his desk for 
reference 
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Decorator Brymer took great pains with this initial 
showing of lingerie. The garments were valued at 
more than $800. 


DWARD R. BRYMER came lown from Chi- 
cago to take charge of the windows of the 
new Levy’s at Memphis and if one may 
judge from initial showings, is destined to 

cut quite a swath in the display activities of the South- 
land. 

Levy’s is a new store housing a business that has 
“made good” in less pretentious quarters. In its new 
location, larger lines and many additional departments 
will contribute to a greatly enlarged volume. 

Brymer was enthusiastic about his opening win- 
dows and had good reason to be. They introduced 
ideas in many ways new to Memphians. He came to 
the Tennessee metropolis in the drabbest part of De- 
cember to undertake the task of preparing for the 
opening, forsaking a studio in the Windy City where 
he had engaged in a wide variety of artistic ventures, 
among them a three-year contract for designing 
gowns for film stars. Among those he had served 
were such well-known stars as Leatrice Joy, Betty 
Blythe, Juanita Hanson, Baclanova and Dorothy 
Stone. 

“As you know,” he says in commenting on the 
initial windows. “I opened with a new idea of patent 
leather fixtures. Throughout my windows, my 
screens, cubes and stands were of shaded patent 
leather to match my various backgrounds. 

“I have kept in mind one idea, not to make my 


Patent leather fixtures, stands and 
screens were the features of Brymer’s 
introductory displays. At the right 1s 
one of the large heads painted on patent 
leather that distinguished the opening. 
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Beige Walls and Fixtures 


of “(MALNUT 


Is Color Scheme of the New 
Levy's of Memphis; Chicago 
Decorator in Charge of 
Windows 


windows look trim and fixed, but neatly arranged to 
give a quick idea and a snappy meaning. 

“My center windows are far more attractive in the 
photos than my larger windows—that is because the 
congestion enabled the photographer to get a true 
view. 

“The color scheme throughout the store is beige 
kenite finish walls with walnut fixtures. The cases 
and wall effects are that of Louis XIV, with the ex- 
ception of our six center posts, which have reflectors 
of silver and copper to match the ultra modern trim 
on the floor. 

“The second floor has the dropped wall, using six 
large cut-glass chandeliers and candelabras to match. 
We have one modernistic French Room adjoining, 
done in inlaid oak, silver, two shades of green and a 
light blue, with an ultra modern light in the center. 

“Our third floor includes millinery salon, beauty 
salon and complete sport shoppe. The fixtures in 
these are oak, and one modern French room to match. 
The beauty shoppe is equipped with wicker furniture 
of light tan and orchid trimming.” 





PAASCHE ANNOUNCES NEW COMPRESSOR 

The Paasche Airbrush Company, 1909 Diversey Avenue, 
Chicago, announces production of a heavy duty automatic 
electric air compressor furnishing up to 1% cubic feet of free 
air per minute. It is automatically oiled by a splash system 
and requires oiling about once per week. Each unit is 
equipped with a fully enclosed automatic electric cutout 
which may be regulated for high or low air pressure from 
five to eighty pounds and it develops a pressure ranging from 
ten to twelve pounds. 








a th 


Om Vas wo 


eS, 6 oo. & &. 2 


sp 
ca 
ca 


tay 


on 
sta 


ani 
Tee 


the 








CS 


OW 
go 


to 


the 
the 
rue 


ige 
ses 
ex- 
ors 
rim 


Six 


ng, 
f< 
ter. 
uty 

in 


ure 


nue, 
atic 
free 
tem 
r is 
tout 
rom 
rom 





April, 1930 





Mother’s Day on the Way 


(Continued from page 28) 
sands of pieces of mail, window cards and streamers 
will be distributed. 

Last comes Children’s Day, the newest of the holi- 
days and almost an adjunct of Father’s Day. Called 
up by American toy manufacturers to lighten produc- 
tion problems by setting up a gift-giving period bal- 
ancing with Christmas business the holiday usually 
precedes Father’s Day by but one day. It also brings 
its bag of prize money and has spread much of its 
propaganda through shop windows. 


HE Children’s Day promotion committee, organiza- 
tion of the toy and doll manufacturers, who have 
sponsored Children’s Day in recent years, has set aside 
June 21 as the date for celebration, and will make all 
possible effort to arouse retailers and public alike to the 
significance of the occasion. 

First and foremost in their campaign will be a 
window contest, in which $1,000 in prize money will be 
distributed. The sponsors are anxious that these win- 
dows shall not be mere presentations of toys, but rather 
depictions of the joy of children in play. “The Spirit 
of Play” has been chosen as the theme that is to be 
dwelt upon. 

All displays entered are to be shown during the 
week of June 21, and pictures must be in the hands of 
the Children’s Day promotion committee, Room 201, 
200 Fifth Avenue, New York City, not later than 
July 19. Awards will be made by a committee of 
nationally known authorities on window display. 

The prizes, forty in number, will consist of the 
following awards: First prize, $200; second prize, $100; 
third prizes (two each), $60; fourth prizes (four each), 
$40; fifth prizes (ten each), $20; sixth prizes (twenty- 
two each), $10. Each winner will also receive a hand- 
some “Certificate of Award,” suitable for framing. 





Chicago Monthly Review 
(Continued from page 25) 
space in the arcade section, was all of the same 
canary shade of silk trimmed with cream lace, and the 
card read as follows: “Introducing a new lingerie color 
—‘Paque Jaune.’ ” 


HE backgrounds at The Fair are done in flat shades 
of sand beige with pale green and ornamentation 
on white gold medallions. The main background sur- 
faces are painted in flat oils. There are occasional 
panels of beige moire silk, slightly darker than the sand 
shade and relieved by the moire water mark in the silk 
fabric. Some of the windows are further elaborated 
by meager bouquets of spring flowers, and others con- 
tain urns in which are tall green plants with pronounced 
white veins in the leaves. 

Red fox and silver point neck furs are displayed in 
one large window on two improvised artist’s palette 
stands of sufficient size to accommodate three furs each. 
Others are displayed about the window in orderly bal- 
ance and arrangement. The copy on the window card 
reads: “Fashion Demands the Fur Scarf to Complete 
the Ensemble.” 
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= Make Your Store Remembered By Using +, 


Everchangeable 
System of 
Price Tickets 
ATTRACTIVE 


SOIL PROOF 
INDESTRUCTIBLE 








Any combination of 
figures from lc to $999 
can be secured with a 
simple flick of fingers. 





ACTUAL SIZE 2% x 3% 


Entire Contents of Everchangeable Outfit 


30 Master Tickets 30 Ticket Holders 72 Cross Slides 
180 Large Numerals 18 Large Dollar 12 different read- 


18 each 1-0 Signs ($) ings, 6 each 
180 Small Numerals 18 Cent Signs (¢) 1 Wooden Cabinet 
18 each 1-0 18 Spacers ee 
30 Dollar Signs ($) 577 Pieces 


$21 for Entire Outfit 


Attached to Merchandise With Invisible Holder 


Novel Sales Corp. 


a” BROADWAY NEW YORK aA 


























The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20.000 Users 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















@ THE BRISCHOGRAPH 
PROJECTOR 


It’s easy to make life size posters, 
cut-outs and background panels. 
Simply place picture, switch on 
lights, focus to size wanted and 
draw with pencil, pen or brush 
direct. Ideal for cutouts. 


$25 


OTHER MAKES FROM $75 UP. 

Send for booklet and catalog 

showing 77 various firms using the 
Brischograph. 


The Brischograph Co. 


92 E. Lakeview A, Columbus, 0. Nowin its third year 














LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 
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~  Philco radios have made effective arrangements for tie-ups with leading motion pictures. Here’s how 
J. F. Bronsing, the New Bry’s, Memphis, linked them with the “Love Parade.” 


HUMAN INTEREST 


Subjects That Hold Temporary Zest for the Rank and File Always 
Make Good “Copy” for Displaymen Whether for Window or Interior 


By J. F. BRONSING 
Display Manager, The New Bry’s, Memphis, Tenn. 


ISUALIZATION of one of the principal 

scenes in the movie, “Love Parade,” gave me 

a window that aroused a large degree of 

interest. The goods featured were “Philco”’ 

radios, and constituted one of the local tie-ups spon- 
sored by the manufacturers. In handling the scene I 
reproduced the picture on wallboard, showing clouds 
with the scene breaking through and leading to the 
radio. Public attention was manifest, and the approval 
of the theatre management at whose house the picture 
was shown, as well as of the president of the Artiphone 
Company, distributors of the “Philco,’”’ was also evident. 
Another tie-up with current events was an interior 





The rough lodge of logs and bark constructed for use 
of Boy Scouts. 


feature installed in our boys’ department. It was linked 
with Boy Scout activities and constituted a lodge of 
rough construction with the atmosphere of the outdoors 
all about it. For material we used logs secured from 
a local saw mill. The lodge was fourteen feet wide 
and eighteen feet long, containing shelves made of 
rough log wood on which were one hundred boys’ books 
and different trophies made by Boy Scouts. In the 
center of the lodge was a three by six table made in 
rustic design on which were different Boy Scout 
manuals and magazines dealing with Scout work. 
Around the walls were rattlesnake skins, stuffed ani- 
mals, deer, wolf and bob cat heads and Indian trophies. 
We had four regular size chairs and three benches 
made of the log wood. 

The outside walls were taken care of in a way simi- 
lar to the inside walls, with a realistic camp fire by the 
side of the hut and Scout uniforms placed on grass mats. 

The lodge was made for the use of the Boy Scouts, 
who can at any time come there and make themselves 
at home and have meetings or lounge in the lodge read- 
ing books that we have there. 





Phillip Bellanca, display manager for Hens & Kelly, 
Buffalo, N. Y., has been elected secretary of the Mutual Aid 
Association of the firm’s employees. He was a member of 
the committee which handled details of the recent mid-winter 
ball conducted by the association. 





Frank Daley, for years display manager of the Quacken- 
bush store in Paterson, N. J., has accepted a position with 
the Kresge Company at Newark, N. J., in the display depart- 
ment. 
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Hosiery Displays 
(Continued from page 11) 

Perhaps the crowning feature of the display was 
the “window card.” This was no common bit of 
board or paper, but, instead, a disc of frosted glass 
lettered in script and bearing the significant sales 
message that follows: “Ho Hum! Just another de- 
tail. Before a leather is fashioned into slippers—or 
material into dresses—the color expert of our hosiery 
mill blends hosiery colors to go with that leather and 
material.” 


NOTHER windowman who has had outstanding 

success with hosiery is William R. Noren, display 
manager for the Pelletier Company, Sioux City, Iowa. 
A recent display occupying small space and executed 
in a style decidedly removed from “sale” trims sold 
three hundred dozen pairs of hose in three days. 

The design was distinctly artistic. Against a back- 
ground covered with rayon, stretched tight over 
wooden frames and capped at the base with a footing 
of nickeloid, Noren showed a step displayer with 
drapes of hose on each step. The displayer was covered 
in material harmonizing with the background, thus 
bringing out sharply the ascent of the decoration. 
By an odd arrangement a foot was made to balance 
on the tip of each draping stand as though just on 
the edge of an invisible step. The foreground was 
divided between leg forms and stand drapes and a 
plateau built upon a nickeloid base and surmounted 
by leg forms and drapes. 

The only decorative feature besides the metal fac- 
ings.of the background and the plateau was a velour 
painting in plaque form, cased in patent leather. This 
was hung squarely in the center of the back. 

The day the window was photographed the win- 
dow card was changed. The original card bore the 
phrasing, “You’re a step ahead with the Onyx. All 
perfects at $1.29.” Little cards told about the good 
points and the style of the hosiery with catchy cap- 
tions such as “Spring Shades,” “Snug Fitting,” “New- 
est Styles,” ‘““Pointex Heel,” “Designed with Fashion 
Finesse,” “Chiffons, ‘Service Chiffon,” ‘Service 
Weight.” 

Noren utilized as a divider the unique artifice of a 
border of hosiery boxes. These were laid in a hollow 
square completely casing in the front and sides of the 
window. 

Another interesting use of the plaque in back- 
ground decoration was employed last summer by O. 
O. Strawn, display manager for the Morehouse Mat- 
ten Company, Columbus, Ohio, when he suspended a 
bright painting before a velour curtain strung up in 
the center of his back wall. Flanked on each side by 
pillars of modernistic design bearing the name of the 
brand, the curtain admirably contrasted with the pas- 
tel tints of the sports garbed mannequin posed before 
it. A rustic chair and bench near her were included to 
bring in the atmosphere of the open and to supply the 
inference that the hose were appropriate for strenuous 
wear. The arrangement on each side of the center 
unit was conventional in balance and united stand 
drapes with showings of the hose in cartons. 
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$1,000.00 
IN GOLD. 


For the Best Window Displays Featuring 


CHILDREN’S DAY 
June 21, 1930 


OPEN TO ALL RETAIL STORES 
NO ENTRANCE FEE 


First Prize (one)_________ $200.00 
Second Prize (one)_______ 100.00 
Third Prizes (two) each___ 60.00 
Fourth Prizes (four) each__ 40.00 
Fifth Prizes (ten) each____ 20.00 
Sixth Prizes (22) each_____ 10.00 


4© PRIZES IN ALL 


To Be Awarded for the Best Windows 
Suggesting 


THE SPIRIT OF PLAY 


All displays must be shown during week 
ending June 21. 


Entries to be by photographs of windows 
submitted on or before July 19, 1930. 


Awards will be made by prominent display- 
men named by editors of display magazines. 


Complete rules and information will be sent 
on request, 


All entries will be acknowledged immediately 
on receipt, and names of prize winners will be 
mailed all entrants as soon as decision by the 
judges is reached. 


Display Material and Suggestions, Sales 
Helps, Cuts and Mats for Advertis- 
ing Purposes Will Be Supplied Free! 


Children’s Day 


Promotion Committee 
Room 1201, 200 5th Ave., New York 
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Leaders of Display Profession 


on Program of 


Southerners 


Convention Committees Recruit Glittering 

Galaxy of Outstanding Southern and Midwest- 

ern Window Experts; ‘Entertainment Bill 
Sparkles With Unique Events 


3y T. WILLARD JONES 


~ Secretary, Southern Display Men’s Association, 
Shreveport, La. 


FE want every displayman in the south, north, 
east and west to attend our first annual 
southern convention of displaymen in 
Shreveport, La., May 4, 5, 6 and 7. Big 

things are on tap for all, including the ladies. 

We are expecting close to 500 displaymen to be in 
attendance, these coming from all parts of the United 
States and including every class of displayman, who 
will mingle together making new acquaintances and 
renewing old ones, exchanging ideas and receiving 
new ideas. , 

The convention will be educational to all, for well 
over thirty manufacturers will be in attendance with 
exhibits, showing the newest of decorations, flowers, 
fixtures, forms, etc. 

The demonstration features on the program will be 
worth going many miles to see. They will cover all 
classes of merchandise and there will be talks on dis- 
play features by the country’s best known displaymen, 
including Jack Ralston, Levy Bros., Houston, Texas; 
O. E. Wheete, Halliburton-Abbott Company, Tulsa, 
Okla.; W. L. Stensgaard, Montgomery Ward Com- 
pany, Chicago, Ill.; Harold Braudis, Rothschild, B. 
& M. A., Oklahoma City; L. L. Wilkins, Kerr Dry 
Goods Company, Oklahoma City; J. H. Everetts, The 
Parker Company, Davenport, Iowa; J. R. Patterson, 
Weiss & Goldring’s, Alexander, La.; C. C. Batson, 
W. T. Fountain, Inc., Greenwood, Miss.; T. M. Solo- 
mon, A. Harris & Co., Dallas, Texas; W. D. King, 
Phil A. Halle, Memphis, Tenn., and many others 
equally as well known in the display profession. 

A special demonstration feature will be the live 
model draping by Wilkins and ‘Everetts. This will 
interest all, including the ladies. 

One afternoon and a morning will be devoted to 
“speed contests” by the members in attendance. This 
will include unit displays which will be divided into 
classes, such as hats, shoes, shirts, millinery, and un- 
derwear. The winner in each class will be awarded 
a certificate of merit and allowed fifteen points on 
the grand prize in the photo contest. The contest is 
to be judged on speed, execution and neatness. All 
wishing to enter this contest are urged to send in their 


April, 1930 


names and classes that they wish to enter at once to 
S. D. M. A. Speed Contest, P. O. Box 1201, Shreve- 
port, La. 


HE photo contest itself is something all should 

enter. To win a prize in the first contest of the 
Southern Association will be a treasure long to be 
remembered. Full information and classes were 
printed ‘in an earlier issue of this magazine, or write 
to the secretary for full information. Send photos to 
P. O. Box 1201, Shreveport, La. 

Sunday will be devoted to registration for both 
the displaymen and the ladies’ auxiliary, also to in- 
spection of the manufacturers’ exhibits. 


Monday at 10 o’clock the convention will open in 
the ballroom of the Washington Hotel. The day will 
be chuck full of good things for all, in fact, too good 
to miss. Monday night will be the big southern 
barbecue at beautiful Lake Forbing with swimming, 
dancing (music by “The Cajuns,’’ Loutsiana’s finest 
and best dance orchestra), eats and. ... 


Tuesday morning will be the pajama breakfast 
in the main dining room of the hotel, with music by 
Jerry Johnson and his famous national dance orches- 
tra—fun for all. Then the whole day will be as full 
of good things on the program as Monday. Tuesday 
night, the first annual banquet in the Crystal Ballroom 
at the Washington Hotel. Oh, boy! What a time that 
night—so come prepared. 


Wednesday will see the final sessions of the con- 
vention, but will lack nothing in point of interest. 
The speed contests in the morning and demonstration 
and awarding of prizes in the afternoon. Wednesday 
night—the stag—and another big time for all. Come 
prepared to take in all sessions and social functions. 

The convention is to be held in the Washington- 
Youree Hotels, one of the south’s finest and largest— 
two complete hotels in one, two big lobbies; rooms 
with bath range from $3 up. Send your reservation 
direct to the hotel or to the association. Two com- 
plete floors of the hotel will be devoted entirely to 
exhibits. 

Every man is urged to attend and bring his family. 
Reduced railroad fares of one and one-half fare will 
apply for all members and dependent members on the 
certificate plan from the following states: Texas, 
Arizona, Oklahoma, Kansas, Missouri, Iowa, Illinois, 
Indiana, Ohio, Kentucky, West Virginia, Virginia, 
Tennessee, Mississippi, Alabama, Georgia, South Caro- 
lina, North Carolina, Arkansas and Louisiana. Be 
sure to get separate certificate voucher for each ticket 
bought. On your return trip half fare will apply. 

And while you’re in Shreveport, don’t fail to visit 
Radio Station KWKH and see “Old Man Henderson” 
in action. The studio with its auditorium seating 250 
is just two blocks from the hotel. Everybody is in- 
vited to visit the station. 

And the ladies aren’t being slighted, as can be seen 
by what is in store for them. The committee of ladies 
in charge is working hard and has everything ready 
for a grand time. It is headed by Mrs. McCurry, who 
will be hostess, with the Mesdames Duke, Rogers, 
Bullard, Cohen, Jones and Breffeilh as co-hostesses. 
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Coaxing Attention Upstairs 


Five Moving Arrows Fix Passers’ Gaze on Second 
Floor Displays 


By WOOD SELMORE 
Columbus, Ohio. 


f 


és 


One of the arrows seen at Roberts’ cloak house, 
Columbus, Ohio. 


OR our January sale I wanted something different 

for our overhead windows, as I have used several 
moving effects with success. I wondered what I could 
move besides merchandise and spirits, ahem. So I 
thought of the following: 

A series of five satin panels, six by nine feet, on 
wood frames; four-foot circles in light tan with red 
edgings ; white cards with black lettering edged in red, 
sort of representing the spokes of a wheel. These 
circles were a foot or so above the floor in front of the 
backgrounds. In front of the circles were a sort of 
base and frames for the circles. 

A red arrow was placed in the center of each circle, 
and this was made to revolve. Oh, yes, it did. A 
strange thing and most interesting is this: All five 
arrows were moving at the same rate of speed. Appar- 
ently no one noticed this, in view of the fact that I did 
not hear a remark about it. Hence, I decided that a 
change would be no handicap and the inspiration came 
in this way. 

While standing in the doorway watching an auto- 
mobile trying to start in the snow and ice, with one 
wheel going like greased lightning, several of my “co- 
workers” exclaimed: “Look at that rear wheel spin.” 
There I secured the idea of making my arrows turn at 
different speeds, with the one at the corner going very 
fast—about seventy-five revoluticns per minute. 

It does not seem possible that such a simple thing 
as different speeds could attract so much attention and 
be the cause of so much comment. But, nevertheless, 
that’s what happened. One of the superintendents of a 
local insurance company got in touch with the “boss” 
and wanted one for some reason. 

The five arrows were operated from the same motor, 
whose power was transmitted to a three-speed reducer. 
The right unit and the one next to it operated on dif- 
ferent speeds. The third from the right operated on 
a third speed and was linked with the fourth by a 
pulley. The shaft here was geared to change the speed 
of the drive which linked it with the fifth arrow at the 
extreme left. 
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Display for Burdine’s, Inc., Miami, Fla., 
by Harry Eastham, Display Mgr. 


INTERNATIONAL CLEARING 
House or New Y oRK, Inc. 


303 FIFTH AVENUE 
NEW YORK 





Illustrations on Request 
Distributors for U. S. A. 


NEW Telephone Number: BOG-ardus 1949 
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Flower of Eastern Display Craft Rallied for 
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OTHAM CONVENTION 


Committees Pitch Into Tasks With Enthusiasm Lining Up Talented 
Speakers and Arranging for Memorable Entertainment 


By WILLIAM G. BILL 


Joint Chairman, Entertainment Conunittee, Eastern Division Display Men's 
Convention, New York 


HE various committees selected for the com- 
ing Eastern Division Displaymen’s Conven- 
tion at the Hotel Pennsylvania, New York 

. City, June 9 to 12, have about completed 
their work for a record-breaking convention and daily 
reports coming in assures an attendance second to 
none. 

The manufacturers’ committee, headed by Jimmy 
Northrup, display manager of Murray’s, Asbury Park, 
N. J., has been on the jump night and day and the 
ballroom art exhibit of the various manufacturers 
will be a revelation. Every conceivable form of dis- 
play accessories, from the newest creations in mechani- 
cal settings, by the world’s premier creator of this 
form of display, to the newest European and Ameri- 
can modernistic ideas in backgrounds and fixtures 
will be on exhibition. Then there will be the flower 
and fabric'divisions with the outstanding creations of 
the master craftsmen in these lines. 

Next in importance comes the educational com- 
mittee, who have John Rosenberg, display manager 
of Abraham & Straus, Brooklyn, N. Y., as chairman. 
Among the features they will present is Mr. Waldron, 
display manager of Mallinson’s Silk Company, who 
recently was awarded a gold medal at the Paris Silk 
Show for his original ideas on drapes. Mr. Waldron 
will demonstrate his prize-winning creations. Then 
there will be Earl Sterling, display manager of Hahne 
Company, Newark, N. J., who will talk on “Efficient 
Administration of Display Activities in the Large 
Stores,” followed by Ray M. Martin of the Consoli- 
dated Gas Company, who will iron out some new 
wrinkles on the lighting question. J. B. McCann of 
Kann & Son, Washington, D. C.; Jay Corey, of 
Franklin Simon Company; Charles De Vausney, of 
Namm’s, Brooklyn, N. Y.; Frank Stevens, of Mc- 
Creery’s, New York, and various other prominent 
display executives throughout the United States and 
Canada will have many worth while ideas and tell us 
just how they do it. 

The important photo display contest will be well 
looked after by J. B. McCann, of Kann’s, Washington, 
D. C., and his able associates, who are I. Strahs, of 
Mayer Bros,, Paterson, N. J.; Chas. De Vausney, of 
Namm’s, Brooklyn, N. Y.; J. Corey, of Franklin 
Simon Company, New York, and Tray Chambers of 
F. R. Jelleff, Inc., Washington, D. C. They urge 
you to send in your photos at once to V. W. Sebas- 
tian, secretary, 151 Fifth Avenue, New York City. 


George Rooney of the Decorative Plant Company, 
Fifth Avenue, New York, chairman on reservations, 
urges you to get in touch with him early to arrange 
for your hotel and stay in New York. 

The entertainment committee, “another good com- 
mittee,” very much on the job, enjoys a more than 
local reputation for putting over a real lively, clean, 
care-forgetting entertainment and with its two chair- 
men, W. G. Bill, display manager of the Hecht Com- 
pany, New York, and Dave Weinberg, the visiting 
displayman will be well taken care of in his play 
hours. Some of the good things already booked are 
a “whoopee trip” to Coney Island, a lively and snappy 
night club stag and luncheon and a banquet and ball, 
done in the New York manner, which means a Broad- 
way show, featuring the celebrities of the various 
night club revues, a dinner with all the “fixins” and 
dancing to the peppy tunes of a well-known Broadway 
night club orchestra. Prize photo contest awards will 
be made. There will be other surprises, too, which 
you will hear about when you get here. 

“And the ladies?” “Yes, sir!” By all means bring 
them to New York. Mrs. Polly Pettit, display direc- 
tor of the Gorham Silver Company, New York, will 
preside over the women’s auxiliary, assisted by Mrs. 
J. G. Waters, Mrs. J. Jaffrey, Mrs. W. G. Bill, Mrs. 
K. Worsinger, Mrs. Frank Maxwell and Mrs. D. Wein- 
berg. Mrs. Pettit has in store a “whoopee party” to 
Coney Island, boat trip, sightseeing bus ride, theatre 
party, shopping tour on Fifth Avenue and, of course, 
the banquet and ball. The dynamic Mrs. Pettit as- 
sures all the wives, sweethearts and sisters of the 
visiting displaymen a real busy four days and feels 
confident that all the women folk will go back home 
with many fond memories of New York. 

General convention directors, Jerome Jaffrey and 
J. G. Waters, assisted by George Rooney, Dave Wein- 
berg, Clement Driscoll, G. H. Messmore and John 
Young of the Merchants’ Association, have been 100 
per cent on the job, ironing out every detail and keep- 
ing the convention machine humming. 

Fifth Avenue, the style center of the world, with 
its million dollar modernistic stores, is in itself an 
educational feature that affords thousands of ideas for 
any displayman to take home, and then there is world 
renowned Broadway with its individual shops featur- 
ing every conceivable kind of merchandise, outstand- 
ing among them, the fine men’s shops and_ haber- 
dashers, not forgetting the dazzling array of electric 
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advertising signs. It has truly been said, ‘““You haven't 
been anywhere until you’ve been to New York.” 

Your attendance at the Eastern Division Display- 
men’s Convention and Art Exhibit at the Hotel Penn- 
sylvania, June 9 to 12, will be a dividend paying in- 
vestment to your firm and yourself. Arrange now to 
be here. 

At the recent meeting held in New York City the 
following complete list of committees was appointed to 
handle the multitude of details for the convention: 

































































iene q A Convention 
Director of Convention—Robert Everetts and Association. 


General Convention Committee—J. Graham Waters, chair- ae ieee the Eastern 


man; Jerome Jaffrey, George Rooney, Dave Weinberg. oh 628 > ’ 
Merchants’ Committee—John R. Young, Merchants’ Asso- Division Display Men's 

















ny ciation, New York City; G. H. Messmore, of Messmore & Convention 7 ‘ 
ny, Damon, New York City; Clement Driscoll, Lace Manufac- 
ns, turers’ Association, New York. 
nee Manufacturers’ Exhibits—J. P. Northrup, Murry’s Depart- 
ment Store, Asbury Park, N. J.; H. Nadler, Morel Mfg. Co., 
m- New York City; S. M. Biggs, Stern Bros., New York City; 
7” M. Burnham, of Loeser’s, Brooklyn, N. Y.; W. J. McKeon, 
“ Lane Bryant, New York City. 
we, Educational Committee—John Rosenberg, Abraham & 
pir- Strauss, Brooklyn, N. Y.; Robert Uhler, Murr & Co., East 
ym- Orange, N. J.; Frank Stevens, James McCreery Co., New ia 
: York City; E. G. Woolard, Arnold Constable Co., New York can 
in , ’ , 
Mts City; Jos. Cook, Hearn’s, New York City; R. M. Martin, Con- ees an d an E xposl tion 
x lidated Gas Co., New York City; C. E. Sterling, Hahne & fs ; 
ae ig biog hg i. a —— the most up-to-date Ballroom Show in the history 
py Entertainment Committee—David Weinberg, New York of the Display business . . . backgrounds, fix- 
all, City; William Bill, Hecht & Co., New York City; Louis Hock, tures, figures, smart store equipment and display 
ad- Clemens Co., New York City Howard Littell, Bamberger Co., accessories @ A big convention program and 
‘ios Newark, N. J.; Joseph Palladino, Heyman’s, Jersey City, N. J. unlen- extol tf Il Displ M d 
Disphay Contest Committee—J. B. McCann, S. Kann & q ; rere ora isplay Mien an 
ind Sons, Washington, D. C.; I. Straks, Mayer Bros., Paterson, their wives and friends @ Reduced railroad 
jay N. J.; C. DeVausney, I. Namm & Sons, Brooklyn, N. Y.; fares. Register today. 
vill A. W. Malet, Lucky-Plats Co., Poughkeepsie, N. Y.; J. Corey, ieahiesnenataihell anti 
ich Franklin Simon & Co., New York City; Tray Chambers, of cS oe 
Washington, D. C. Jack Chord, J. C. Penney Co., New York 
: City. 
ng Reservation Committee—J. M. Yost, Dry Goods Economist, 
Ec- New York City; K. J. Worsinger, 110 West Fortieth Street, 
vill New York City; Geo. Rooney, Decorative Plant Co., New 
rs. York City. 
me Publicity Committee—V.W. Sebastian, DISPLAY WORLD, 
ie New York City; Oliver MacLeod, O. C. MacLeod Studios, 
in- New York City; W. D. Hart, Women’s Wear Publishing Co., 
to New York City; lan Murray, Retailing, New York City; Paul RIZES will be awarded 
tre Potter, Dry Goods Economist, New York City. 
Membership Committee—F. R. Ferryman, chairman; Rich- f 
se, ; or the most repr - 
sais ard Schofield, Huyler’s, New York City; Harry Smith, Arnold " presen 
| Constable Co., New York City; Alfred Schuster, Mawson & - — 
he De Many, Philadelphia, Pa. tive window display > Send 
els Registration Committee—Victor W. Sebastian, chairman. 
me Decoration Committee—Joseph St. Petery, New York City; all photographs to V. W. 
F. R. Ferryman, New York City. 
Ladies” Auxiliary—Mrs. Polly Petit, Mrs. J. Graham Sebastian. 151 Fifth 
nd Waters, Mrs. W. G. Bill, Mrs. Jerome Jaffery, Mrs. Frank 15 fth Avenue, 
in- Maxwell, Mrs. D. Weinberg, Mrs. K. J. Worsinger. , 
hn ie “ r New York City. 
00 William G. Bill, of Hecht & Co., working in con- 
. . . . e , 
p- Junction with the display contest committee, has pre- DON'T DELAY 
sented the following graphic arrangement of contest 
th classes for prizes for the photographic entries: 
an Rules and Regulations 
or Rule 1—All displaymen of U. S. A. and Canada are eligible 
‘Id to enter photographs, sketches, drawings, show cards, etc. 
ir- Rule 2—All competing matter must be work that has been 
d- executed between June 1, 1929, and June 1, 1930. 
si Rule 3—All awards to be made by comparison. 
vat Rule 4—Show cards and price tickets must be work that 
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Displaydom’s Episodes 


How George Russell exploited new departments. 


3 ge of the things of interest to department store executives 

just now is how to most quickly acquaint their public 
with the improvements in store service made possible by 
new departments and new equipment. Just a short time ago, 
Lothar Dittmar, display manager for the Ernst Kern Com- 
pany, Detroit, met this issue with a series of paintings on 
velour visualizing the character of the new units in connec- 
tion with displays of their merchandise. 

Now comes George R. Russell, display manager of the 
William Hengerer Company, Buffalo, with a group of pro- 
motional displays of a similar nature introduced in connec- 
tion with the opening of reorganized and redecorated mil- 
linery and shoe departments. Russell simplified the process 
by using huge enlargements of photographs, mounting them 
on panels of dull black. 


EE BLACK, widely known on both east and west coasts 

for his unusual work in the field of scale models, has 
just joined the executive staff of Ivel Displays, Inc., New 
York, makers of expositional and window displays. 

Mr. Black has had an interesting career. Formerly a 
newspaper man and writer on advertising and industrial sub- 
jects in the trade journal field, his researches brought him 
into contact with model work as an adequate means of 
illustrating complex subjects. 

He developed a technique for executing his own com- 
positions which attracted wide attention and brought him 
many clients with problems requiring visualization in three 
dimensions. He established his own studios in Hollywood, 
Calif., and practiced his craft there for several years, turning 
out hundreds of models used by architects, engineers and ad- 
vertising executives in building, public utilities and other 
industries as well as in the motion picture field. 

Since his return east he has made innumerable scale 
models and miniatures, including the first tentative model 
of the Tri-Borough Bridge development, photographs of 
which appeared in newspapers and roto sections throughout 
the country. 


ee of the official family of the Reyburn Manufac- 
turing Company, Philadelphia, makers of paper specialties 
and personal friends of John F. Saile, were shocked by his 
death which occurred suddenly during the fore part of the 
month. He had served the organization with distinction as 
advertising manager and was apparently in good health. 


IRCURA, manufactured by the Schoepfel Company, Cin- 
cinnati, Ohio, makers of Futura display units, has just 
been placed on the market. These sets of light but durable 


material consist of pieces that may be arranged in a wide 
variety of forms, shaping set pieces, plateaus, stands and 
displayers. Finishes are in silver, bronze, blue and black 
velour. Dozens of different display fixtures can be built in 
a few minutes each by using the complete set of twenty-five 
units or any desired number. 


ISPLAY WORLD will be represented at the Shreveport 

convention of the Southern Association of Display Men 
by the Majestic Paint and Wall Paper Company, who will have 
an exhibit and who will be glad to accept your subscription 
order for DISPLAY WORLD. 


agape A. MERRILL, once display manager for Herman 
Saks & Co., Birmingham, Ala., and more recently with 
the New Adams Company, Baltimore, has joined the Kaufman- 
Strauss Company, Louisville, Ky. “Charley” graduated from 
small town display a couple of years ago and has been one 
of the liveliest of the younger trimmers since entering faster 
company. He has a fllair for originality that brings results, 
whether tackling special windows or batting out a flock of 
show cards. 
REDERICK KIESLER, the well-known architect of 
Vienna, is the author of a new book on modern art and 
architecture which has been published by Brentano’s, of New 
York, under the title of “Contemporary Art Applied to the 
Store and Its Display.” Kiesler was inspired to write the 
work because of the notable trend toward modern art in 
American business and its conquest of the shop window. It 
will be read with interest by all students of modern expression 
as applied to commercial projects. 


A RARE treat for displaymen seeking first-hand advice on 
the use of mannequins will be afforded during the month 
by the International Clearing House of New York. This 
organization, American representatives for the House of Sie- 
gel, Parisian manufacturers of mannequins, will be host during 
the period to V. N. Siegel, head of the French firm and 


V. N. SIEGEL 


founder of “Parade,” one of the most celebrated of European 
display publications. 

During his stay in New York M. Siegel will make the 
International’s show rooms his headquarters and will meet 
merchants and displaymen calling there. 
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Gotham Convention 
(Continued from page 57 


has been used in window display or interior and must be the 
work of entrant. 

Rule 5—A photograph must be entered in one class only. 

Rule 6—AI1 photographs must be in black and white only. 

Rule 7—All entries must be distinctly marked with the num- 
ber and class in which they are to be entered. 

Rule 8—AIl signs or marks of identification or matter en- 
tered must be erased or covered over. Entries will be disquali- 
fied if this rule is not observed. Fictitious names or nom de 
plumes will also be eliminated. 

Rule 9—Photographs entered must be no smaller than 5x7 
or larger than 10x12 inches. The larger size is preferred. 

Rule 10—-Printed name and address must accompany the 
package for identification by the contest clerk, who will num- 
ber and keep a record of all matter entered. 

Rule 11—Less than three entries shall not constitute a 
class, and said class will not be iudged. 

Rule 12—-All matter submitted must be sent prepaid. 

Rule 13--All matter entered in this contest shall become 
the property of Eastern Division Displaymen’s Convention, 
sponsors, New York Metropolitan Display Men’s Club, and is 
to be used for educational purposes. 

Rule 14--All photographs must be pasted lightly on four 
corners of mounting so that they readily may be removed to 
remount in the club’s portfolios for preservation. 

Rule 15—In case of a tie in the grand prize class, duplicate 
prizes will be awarded. 

Rule 16—-The title of “Champion” shall be conferred upon 
the member winning the greatest number of points. 

Rule 17—-The judges shall reserve the right to reconsider 
every verdict should it be necessary. 


Classes 

Class 1—-Best display of women’s and misses” evening ap- 
parel. 

Class 2—-Best display of women’s and misses’ suits, dresses 
and coats. 

Class 3—-Best display of sports apparel. 

Class 4—Best display of children’s apparel. 

Class 5—Best display of piece goods. 

Class 6—Best display of millinery. 

Class 7—Best display of table and decorative linens. 

Class 8—Best display of lingerie and underwear. 

Class 9—Best display of corsets. 

Class 10-——Best display of dress accessories. 

Class 11--Best display of books, stationery or sheet music. 

Class 12—-Best display of toys. 

Class 13-—Best display of hosiery. 

Class 14—Best display of men’s and boys’ clothing. 

Class 15--Best display of men’s hats and caps. 

Class 16—Best display of men’s furnishings. 

Class 17--Best display of gift novelties. 

Class 18—Best display of men’s, women’s or children’s 
bathing suits. 

Class 19—Best display of gas or electrical service or appli- 
ances, 

Class 20—Best display of house furnishings, woodenware 
or hardware. 

Class 21—Best display of radio, musical instruments and 
accessories. 

Class 22—Best display of carpets and rugs. 

Class 23-—Best display of draperies, curtains or wall paper. 

Class 24--Best display of furniture. 

Class 25—Best display of furs (coats or scarfs). 

Class 26—Best display of drugs, druggists’ sundries, toilet 
articles, patent medicines, etc. 

Class 27—Best display of groceries, provisions, confection- 
ery, etc. 

Class 28-—Best display of luggage and leather goods. 

Class 29—Best display of merchandise using display mate- 
tial (other than small display cards) supplied by manufacturer. 

Class 30—Best display of charity, civic or memorial func- 
tions arranged to cooperate and give publicity to these cam- 
paigns. (Continued on page 69) 
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WINDOW FABRICS 


That Compel 
ATTENTION 


Vivid—original—and interest- 
ing group of display fabrics 
that prove their worth by stop- 
ping and holding the roaming 
eye. Write for samples. 


MAHARAM TEXTILE CO. 


The WOLD---Really a “BETTER AIR BRUSH” 


Ask About nal “TYPE A-2-N” 
the ! 
1930 

|} Wold Air 


Brushes 








NEW YORK 
CHICAGO 
LOS ANGELES 


107 West 48th St. 
6 East Lake St. 
656 South Los Angeles St. 













Tip and Cap Instantly 
Interchangeable— 
Without Tools— 


Result: Perfect Centering—Perfect Line and Spray 


THE WOLD AIR BRUSH MFG. CO. 


2173 N. CALIFORNIA AVE. CHICAGO, ILL. 

































































Double Store Window Sales at Slight Cost 
ELECTRIC WINDOW SALESMAN CO. 
BLICK’S NEW 
Write for it today. You'll get the surprise 
DICK BLICK CO. Galesburg, Iil. 
DISPLAY FIXTURES--METAL AND WooD 
915 Filbert St. Philadelphia, Pa. 
elties, etc., and many other uses. You may al- | yust be accom- 
walnut of beautiful grain, ] _1¢ not more 


>] 38 
Electric Turntables 
ALL KINDS AND SIZES 
Cash, Rent Trial, or Deferred Payment 
46 Cornhill, Boston, Mass. 
CATALOG 
of your life! 
P. O. DRAWER 437D 
S. M. MELZER COMPANY 
C. B. TRACEY, Sec and Treas. 
IN THE MODERN ART 
Brass Grills—Brass Railings 
MODERNISTIC DISPLAY PANELS 
An attractive background for small cards, nov-/] ORDERS 
arin Constrached of O-ply in. veneer. Duteeed with | Seunes 67 check 
7 5 eS. a cit | than pleased ~ 
66°75 ELSES Es 
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AD-DISPLAYS SYSTEM, 117 N. Wells Street, Chicago 


Distinctive | Miracle Fabrics Co. Bay the 
Dighy ge con {Modern Way- 
FABRICS DIRECT! 














“Mill Center for 
Display Fabrics” f 


Write for Samples 
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At the left is Edward Brymer’s rose and green setting for Levy's, Memphis; the right is by M. G. Bateman, 
Sanger Bros., Ft. Worth. 


Toilet Goods 


(Continued from page 26) 


in by columns and bases of corrugated metal. The 
center panel behind the mannequin is garbed in a bril- 
liant covering of modernistic fabric. 

And now comes the island window and the mode of 
fashioning it into a productive and attractive entity. 
This is the work of Edward A. Brymer, newly ap- 
pointed display manager for Levy’s, Memphis, Tenn., 
and comes from the group of initial windows marking 
the opening of the new Levy store. The color scheme 
called for old and greengold combined with rose and 
pink. Of such were hangings and floor puffings, reliev- 
ing the cubes and screen. Cubes and cylinders were 
covered with pink patent leather and the screen followed 
suit, bringing out vividly the markings of the filmy 
curtain of green-gold scrim within it which bore a 
modernistic head. 

And now for an exposition of soap in the depart- 
ment store trim. No flim-flam bargain leader was this, 
but the celebrated Jergens products shown in munifi- 
cent quantity in the windows of the William H. Block 
Company, at Indianapolis. Four successive walls of 
wallboard made up in panels of convenient size were 
placed against the background, overlapping from the 
bottom upward. Each in turn was covered with a neat 
clecorative paper, and upon each ledge of the successive 
stages, except the top, bars of soap were placed in long 
successions Of colorful aspect. The center column, like- 
wise of four thicknesses, bore triangular mirrors of 


Eye-grip ping 
display of 
towels by 

John B. Smith, 

McClurkan’s, 

Wichita Falls, 


colored crystals, blended together in a patchwork of 
color. 

The towering metal displayers, previously used 
during the Christmas buying period, proved valuable in 
giving the many items of the display a measure of per- 
sonality. Each compartment was, in effect, a separate 
display. The stocky arrangement of goods on the floor 
was marshalled into five units, spread out in strict and 
formal balance. 





PARRISH CLINIC ON HOME FURNISHINGS 

One hundred store owners and executives attended the 
Home Furnishings Merchandising Clinic, held by Amos Par- 
rish & Co., at the Savoy-Plaza Hotel, New York, March 31 
to April 3. 

Leading furniture stores and department stores selling 
home furnishings represented included Barker Bros., Los 
Angeles; Hale Bros. Stores, San Francisco; Carson, Pirie, 
Scott & Co., Marshall Field & Co., Hartman’s, Richardson’s, 
Mandel Brothers, Wieboldt’s, Chicago; Boggs & Buhl, Joseph 
Horne Company, Pittsburgh; Strawbridge & Clothier, Phila- 
delphia; Ed. Schuster & Co., Milwaukee; Abraham & Straus, 
Frederick Loeser & Co., The Namm Store, Brooklyn; B. Alt- 
man & Co., Jas. A. Hearn & Son, New York; Dayton Com- 
pany, Minneapolis; Gilchrist Company, White Company, Bos- 
ton; J. L. Hudson Company, Detroit; Montgomery Ward & 
Co., Sears, Roebuck & Co. 

Fashions in furniture, rugs, draperies, lamps, blankets, 
china and other home furnishings were forecasted and pre- 
sented with methods of sales promotion, advertising and mer- 
chandising developed by Amos Parrish & Co. 

The clinic program included: Economic conditions and 
their effect on home furnishings. The important fashion 
trends in furniture and home furnishings for fall. Successful 
merchandising policies and practices. 


A pajama-clad 
- figure before 
a lavatory 
is the novel 
attraction 
device. 
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Concerning Propriety In Display 


Ludicrous Mistakes in Association of Goods Suggest 
More Careful Planning 


By RUDOLPH PAPPERITZ 
Landsberg. Germany 


ESPITE the fact that much has been written re- 

garding “propriety” in display, there is a great deal 
that remains to be said about the subject. The theme, 
which is one of the most important before us, has by 
no means been exhausted. Not only for the engineer 
and architect, but for the displavman as well, is it in- 
cumbent to maintain propriety. But, unfortunately, 
when one strolls through the streets and casts a critical 
eye upon the store windows he instantly discovers many 
inistakes that have been made in the name of “pro- 
priety.” Whether major or minor, they are errors ,and 
as such must stafid the test of criticism. 

I will point out but a few instances that will, how- 
ever, demonstrate pointedly how “It should not be 
done.” Let us begin with the hosiery displays. In a 
pretty, modern and well-balanced window of this type 
one is accustomed to seeing a lot of leg forms clad in 
hose and grouped with slippers. Now it appears to be 
the vogue when the stocking is drawn over the form 
to bind another around it with a hard knot. Now I 
will ask, “Is this proper? Does this bespeak the char- 
acter of the goods?” It would be better to forego the 
second stocking and place it farther back. But a knot 
in the stocking, that I consider altogether out of order. 
When one is showing cord or twine it has a place—a 
rightful place—in the decoration. 

Not long ago I saw a photograph of a windew that 
showed a dress made out of—hose. Is that not illogi- 
cal?? The mannequin with the dress or coat of hose 
night be a good attraction device, but as far as pro- 
priety is concerned it cannot be justified. Neither the 
lords of fashion nor the fashion creators have yet dic- 
tated such styles for the feminine world. For Hal- 
lowe’en or the Mardi Gras they might be permissible. 

A similar oddity in the shoe field likewise impressed 
me. In one corner of the window the girl decorator 
had placed a small stand bearing a vase of autumn 
leaves. This was very charming, without a doubt. 
But there was a shoe on the stand and it was this that 
riveted my attention. Its companion appeared in the 
opposite corner. I felt sorry for it. I trust that the 
little decorator does not follow the same custom at 
home, placing one of her shoes on—the table. In short, 
my object is to point out that a pair of shoes calls for 
two shoes, and that in good decoration they are in- 
separable. 

Another quite different “break” was committed by 
the displayman for a men's neckwear store who had a 
red necktie sticking out of each leg in a trim of trousers. 
And, again, when another displayman clad a mannequin 
in a “White Week” window in a dress of washable em- 
broidery. Granted that it was a well-balanced display 
and that its originality was unquestionable, it was, how- 
ever, improper. 

All too often we note these mistakes, and we may 
say, therefore, that, to avoid them, it would be well to 
give just a little more thought to the work in hand. 
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to MANUFACTURERS of 
DISPLAY FIXTURES for 


NECKWEAR 
SHIRTS 
COLLARS 


I f you were offered an opportunity to 
reach 20,078 prospective users of -your 
fixtures—would you be interested? 


Exactly the above number of retailers 
plus 412 necktie manufacturers, also 
very much interested in the newest dis- 
play fixtures, read NECKWEAR each 
month. 


These merchants and manufacturers, al- 
ways looking for novel necktie, collar 
and shirt fixtures, can be reached at a 
surprisingly low cost through NECK- 
WEAR. Further information together 
with a sample copy will be sent to fix- 
ture manufacturers requesting same. 


Write to 


NECKWEAR 


114 East 32nd Street 
New York City 
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A studio display of Westinghouse Warming Pads for 
the guidance of retailers. 


HE illustration shows a typical window making use 

of the material that is part of the Westinghouse 
Warming Pad campaign. 

The centerpiece of this display is a card that tells 
the warming pad story. An actual pad is held at the 
lower right-hand corner of the fifteen by thirty inch 
card; the three heat switch fits into an opening at the 
top, and the cord is plugged into the wall outlet at the 
lower left-hand corner. Two “special offer” streamers 
are supplied, one for featuring a price offer and the 
other for a combination offer. 

Westinghouse Warming Pads, five of which are 
used in the display, are available in three colors—rose, 
green or tan. The use of these colored pads increases 
the attractiveness of the display. 


HE proven value in showing actual merchandise 

has led the Miller Rubber Company of Akron, 
Ohio, to offer dealers in sundry rubber goods this 
beautifully lithographed metal display. 

In an attractive panel at the top of the display it 
suggests possible uses for the merchandise shown 
below. The illustrations bridge the span of life with 
suggestion of its universal use. Along with this is 
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Scanning the Field of 


National 


Advertising 


Methods and Media of Display 

Publicity Employed By Manufac- 

turers and Distributors in Assisting 
Their Dealers 


the merchandise with prices _ plainly 
shown. With a display of this nature 
the customer may sell herself. 

The beautiful pastel shades of Miller 
water bottles lend added color and inter- 
est to the display, while their quality is 

apparent at a glance. The prices shown with each bottle 
indicate moderate cost. 


i 1 nore __) ak SORIA Ig AY 


The interior display stand prepared by the Miller 
Rubber Co. and taken over by the Goodrich Co. 
since absorption of the Miller Co. 


This display is 24 inches high and 34 inches wide; 
large enough to dominate but small enough to be used 
anywhere—in the window, on the counter, or even on 
the wall. It has adjustable slides to accommodate 
various size boxes. Being of metal it is practically 
indestructible. 


Boyer toilet goods display helps 
have been enthusiastically re- 
ceived by dealers, This window 
by Carroll VanValin, Long’s 
drug store, Wakefield, Neb., 
made such good use of the 
material furnished that photo- 
graphs were furnished to the 
Boyer field force. 
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With the New York Displaymen 


(Continued from page 13) 

last week depicted Park Avenue apartment sky- 
scrapers as they form a canyon facing the new New 
York Central Building. The latter was outlined on a 
large panel and on each side was a series of panels 
(like wings of scenery on a stage). These were out- 
lined to represent apartment buildings. In the center 
was shown a miniature rectangular plot of grass, 
fenced in. The entire set was tilted at a slanting angle. 
Marching down the sidewalks and across the front of 
the window was an army of ladies’ shoes. The base- 
board was titled, “Smart shoes seen on the Avenue.” 
Windows just installed have median units of wide 
panels supported by posts. These are of jade green 
and the panels are ornamented with sprays of white 
Japanese flowers. The mannikins wear green cos- 
tumes. 


IGGS, at Stern’s, is celebrating the wedding-bell 
impulse so popular in spring. A bride and two 
attendants are shown against his usual backgrounds 
of white and silver metal trim. The window-within- 
window alcoves are bedecked with rows of yellow calla 
lilies in pots of cream glaze. New backgrounds have 
been installed in the left bank of windows. These 
vary in contour but are similar in that they combine 
white wall surfaces with glass. A window exhibiting 
young men’s clothes, for instance, has a concave wall 
surface with tall flat panel insets at the sides. These 
are of finely cross-corrugated glass and resemble win- 
dows. On the concave surface of the interior are two 
modern lighting fixtures. In a fabric window, the en- 
tire rear wall consists of broad horizontal and over- 
lapping slabs of frosted glass. Ina third window, ar- 
ranged on a three-tier platform unit, covered with 
black rep, a miniature world in glass interested 
passers-by. These amusing and lilliputian conceits 
were groups to represent desert scenes, menageries, 
circuses, carnivals, etc. Most of them were placed on 
island mirrors. 

Last month I mentioned Marcus & Co., the jewel- 
ers. The window I described, it seems, is one of a 
series conceived and executed by W. B. Okie, Jr., for 
the purpose of graphically dramatizing the history and 
prestige of precious stones. In his small peep-hole, 
imbedded in a flat area of black, he narrates the his- 
tory of famous gems in tiny but perfectly executed 
figures and stage sets. He is a great believer in the 
attention value of the miniature. 

A skilfull play on words is achieved by Nelson at 
Best & Co. A many-fold screen covers the rear wall 
and this has seven circular spots of maroon red, each 
spot sporting an outline fashion sketch in which polka 
dots, pin dots, etc., play a major role. Amidship the 
screen, directly above the largest maroon spot, is writ- 
ten, “Spring arrives on the dot.” Numerous costumes 
and accessories, most of them blue and utilizing a va- 
riety of dots, are on view. This copy is on the window 
card, “Pin dots, coin dots, polka dots, dotted dresses, 
hats, scarfs, dots as trimming, embroidered dots. Be 
sure of your dots and you will be sure of your chic 
this spring.” 
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Send to 
Watson’s 


for your 





Display Department Supplies 


We carry in stock everything needed in a modern show card 
and poster department. Our merchandise is priced surpris- 
ingly low considering the highest possible quality. Your 
orders are carefully filled and promptly dispatched within 
twenty-four hours after they have been received. 


“Silk Screen Methods of Reproduction” 
Net Price, Postpaid, $5.00 








A new book that contains 87 illustra- 
tions, many in colors. Thoroughly 
describes process by carrying reader 
by progressive steps from the exe- 
cution of the sketch to the delivery 
of the finished work. Also includes 
estimates of cost and suggested 
prices to charge. 


Process Stencil Colors 
Ground Extra Fine 


Unusually stiff and short. Will go through the finest mesh 
Bolting Cloth. Put up in 1 and 5 Ib. cans. 


No. Per Ib. No. Per lb. 
85 Outdoor WEENGG so-so. $0.31 42 Lemon Yellow............ $0.60 
51 Body White.............. 31 41 Prussian Blue............ 41 
MO NCE IAC ows ccc ecces 33 54 Brilliant Orange ........ Pe 
64 Unfading Red............. 35 25 Ultramarine Blue.. ..... .45 
44 Perm. Vermilion ......... -50 43 Ceimaon Lake............ 61 
65 Medium Green........... 3 61 Medium Yellow .......... .30 


Write for quantity prices 
Silk Bolting Cloth 


Per yd 
No. 8 Standard Silk Bolting Cloth, 40 in. wide..................... $3.90 
No. 10 Standard Silk Bolting Cloth, 40 in. wide .................... 4.60 
No. 12 Standard Silk Bolting Cloth, 40 in. wide..................... 5.20 


Prices are net, F. O. B. Chicago 


GEO. E. WATSON CO. 


“THE PAINT PEOPLE” 


164 W. Lake Street Chicago, Ill. 





GEO. E. WATSON CO., “The Paint People,” 
164 W. Lake St., Chicago, IIl. 


Please send your new catalog on painting supplies. 
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Bringing Out the News in Advertising 


(Continued from page 41) 





Are you watching fastest 


whether they are right? 
sellers in other stores? 

“I must see to it that our buyers take you as seri- 
ously as they should so that when they go to market 
they know pretty exactly what they ought to buy and 
don’t have to rely on one who is simply anxious to 
unload.” 

to * 

Now for my star reporter—my good man Friday 
—my advertising manager. 

“Mr. Friday, you know that two big pieces of 
news have broken lately—the drop in stocks and the 
drop in the length of women’s skirts. 
~ “One was tough luck—the other is a God-send to 
apparel turnover for no woman can carry over last 
season’s apparel for this Easter. 

“Think of the sales possibilities for dresses and 
coats, and it means more fabrics, too. It’s worth a 
whole flock of extras. Remember the three main 
themes to start out with and keep hammering away 
on them: 

“The theme of individuality—that means there’ll be 
lots of different highly feminine and frilly types of 
dresses ; the theme of appropriateness for every occa- 
sion—that means that no longer will the single dresses 
be worn for morning, afternoon and evening wear, 
but there’ll be a type for each occasion. Then comes 
the theme of ensemble. That means that every thing 
in a woman’s costume will go together. Either two 
shades of one color, all one color or contrasting colors 
that harmonize. Oh boy, think of the number of new 
dresses they'll be needing. Give it an eight-column 
head. 

“Of course, you’ve got the kind of a store this is 
firmly fixed in your mind, whether a price, high hat, 
service, or middle of the road establishment. Never 
forget what we’re trying to be in your copy for a 
moment. 

“State our major beliefs as to the outstanding 
points of spring fashions. Answer questions in the 
minds of customers at the start. A big question will 
be, ‘How long are skirts going to come?’ Let’s all 
be agreed on that, then tell the story by a chart in 
your ad. 

“Remember to make your ads ‘news’—clearly, 
plainly, snappily, so that our outfit will be famous as a 
fashion-knowing store. 

“There'll be a lot of $10 dresses sold this season 
and their new style points will be somewhat more ex- 
aggerated than in a $150 dress which naturally just 
breathes style rightness. 

“The day is over when advertising copy can gen- 
eralize, and we'll have no space wasted on such rot as 
‘Dame Fashion decrees all the new ensembles for 
Spring in the wanted shades, $15.’ 

“If you’re as truly enthusiastic about this new sil- 
houette as you should be, Mr. Friday, you'll rather 
use headings like these: ‘Here are the three most im- 
portant dresses for spring—Jacket dresses, cape styles 


taken from Napoleon’s day, and the bolero type taken 
from Spain’; ‘Introducing a new idea in dresses—wrap 
arounds—you put them on like a man’s coat’; “These 
smart Spring hats are rightfully off the face’; “These 
new straw hats are shaped like felts,’ ‘Four heels 
that click in step with fashion on account of greater 
height’; ‘Flat envelope bags are smart for spring’; 
‘Women, contain yourselves with this necessary cor- 
sellette.’ 

“T saw a full-page ad the other day headed, ‘What 
will the Spring Silhouette be?’ The sub-titles read, 
‘Is the silhouette modified? Js ensemble to be im- 
portant? Will one dress suffice for all day long? 
What trends do you consider significant? What is 
the length of skirts?’ The seven main style types 
were shown, each illustrated with a modern dress, and 
in the background a historical type from which each 
was taken, the Spanish bolero, the Russian flare 
coat, Napoleonic cape, Empire puff sleeve, Victorian 
with little flared jacket, bustle or peplum type and 
the Gibson Girl shirtwaist type. 

“We must dramatize our displays, too, Mr. Friday, 
both in our windows and in the store itself, using 
prices with every item so that a sale will be made as 
the customer looks. Remember that the eye retains 
22% times as long as the ear. Use geographical and 
historical backgrounds but never let anything over- 
shadow what we have to sell. Sugar-coat your news 
with human interest so that your windows become 
like the front pages of a favorite newspaper and the 
hurrying public will stop and read. Use ensembles 
of all style goods throughout the store, especially in 
head-on positions. 

“Now one more thing and you can go. Where is 
the continuity of customer buying desire snapped off ? 
It’s a very important thing. 

“A full page ad in color appears in a big national 
publication. The cost of the page is $15,000. Hosiery 
retailing at $1.50 is featured in a flawless setting. 
The hosiery, exquisitely smooth and set off by a bowl 
of roses looks like $2.00. 

“A splendid local ad creates buying desire. A 
window goes in and the same brand of hose featured 
originally in the magazine ad is shown in an unpressed 
condition, along with lingerie and gloves. The hose, 
if seen in the jumble, looks like $1.00, and yet in a 
window merchandise may be displayed at no extra 
premium for natural colors, right at the point of sale. 

“The effect of the expenditure of $15,000 plus the 
local ad is greatly nullified so far as this store is con- 
cerned. 

“But supposing the window display is perfect and 
the prospective customer attracted by the ads and 
the perfect display comes to the hosiery counter. The 
patron asks the sales lady to show her the particular 
hose. ‘Oh, yes, madam,’ replies the girl behind the 
counter, ‘what brand is it?’ 

“Customer desire drops 50 per cent, and after ex- 

(Continued on page 73) 
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Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
All photographs reproduced become the property of the publishers. 
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Fabrics Change is the only changeless thing in colorful windows, blend well with silver or gold trim- 
Rule the all the category of human activity and mings, and generally conform to the displayman’s 


Background. it is therefore good that its constancy 

is not of a surging, riotous fervor. For 
the products of its unending wash upon the rock- 
bound shores of custom and habit are not apparent 
overnight. Gradually it wears its way and after 
awhile the viewer is surprised to find that quietly and 
all but unnoticed, it has beaten down the last thin 
shell of what was once a mighty barrier. 

So it has been with backgrounds. Thumbing the 
pages of DISPLAY WORLD files of five years back 
instantly brings to view the mighty changes that have 
been wrought in window atmosphere in that brief 
period. How few are the wood backs that were then 
thought the superlatives of attractiveness? How sel- 
dom seen are the chalky surfaces of caenstone or tra- 
vertine ? 

These rich embellishments that had refined the 
coarse faces of earlier windows have had their day 
of favor and now, fallen from their high estate, are 
mere pensioners of the humbler stores. Perhaps an- 
other eddying of change will bring them back to their 
former station, but now— 

Now fabrics have the call. Fabrics stretched taut 
over wooden frames have gained the prominence that 
once was allotted only to the permanent background. 
Not as stolid or unchangeable as their predecessors, 
quickly altered as ‘to color and form, these back- 
grounds can be adapted to the season or event in a 
minimum of time. When they have served their pur- 
pose much of their body can be salvaged for use in 
panels and appliques. 

Silks and rayons, and now felt have made their 
bid for prominence and each has been found worthy 
of careful consideration. Plain, free of the super- 
fluous decoratives that once seemed necessary, they 
fit well with the spirit of the times, insure bright and 


requirements. 





Family Announcement that Children’s Day will 
Holidays be celebrated on June 21 assures all 
In Offing. comers that each and every member of the 

family will be given just recognition this 
year. Coming in order are Mother’s Day on May 11, 
Father’s Day on June 15, and lastly, the day of the 
kiddies. As might be expected Mother comes first 
and it is to be inferred that if anything remains in the 
family purse after her gift is bought, the household 
may “give dad a tie” and purchase a doll or two for 
“little sister.” 

Albeit whatever the burden on the purse, the trio 
of holidays spell opportunity for displaymen. Each 
is supported with window contests involving generous 
prizes and each will bring good returns to the “boss.” 
So it is time now to begin plans for appropriate win- 
dows with strong selling punch. 





Stylist From the east comes news of interest to 
Hitting the every windowman who has faced the 
Bumps. problem of “cooperating” with the styl- 


ist. This is the somewhat surprising 
revelation that several big stores are dispensing with 
the “simon pure” stylist and replacing her with “style 
trained” sales people. 

The move is said to be directed toward closer rela- 
tion of styling with sales, bridging the long gap be- 
tween the stylist’s office and the buyer on the floor. 
It is the first concrete proof that “stylization” in its 
earliest forms was somewhat theoretical and inclined 
to promote friction rather than sales. 

There has been considerable doubt ever since the 
advent of the fashionist as to whether the services she 
rendered were not discounted by arbitrariness. 
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A silhouette of Behmer by his asistant, 
N. O. Grimes. 


JCCESS in display work is as often measured 

by ability as by service. A native genius 

often permits a man to make headway at a 

rate that astonishes those whose progress 
depends upon painfully slow development of a basic 
ability less flashing in expression. Of the first group 
one of the most notable examples is Russell Behmer, 
advertising and display manager for Newman’s, Cedar 
Rapids, Iowa. Only twenty-six years old, he has already 
risen to a position of responsibility simply through the 
demonstration of capacity for it. 

Behmer’s career in the profession has been brief but 
none the less successful. Starting as a theatre poster 
artist in Emporia, Kansas, his talent for scenic painting 
and design gained him the attention of a local depart- 
ment store displayman, recently arrived from the staff 
of R. H. Macy Co. Aspiring to put his local store 
windows over ina big way, he engaged Behmer to paint 
a series of seventy-five panels for interior use. These, 
when completed, were so successful, as a new decorative 
touch, that Behmer was retained to paint backgrounds 
for the entire front, nineteen windows in all. 

When these were completed he seemed to have 
become indispensable in the department, and, being far 
above the average as a letterer, he was put on the pay- 
roll permanently. 

Two years later Behmer went to Joplin, Mo., a 
larger city with greater facilities. Four years spent 
with Ramsay’s D. G. Co., of that city, found him with 
a name and reputation known all over that section. His 
work at Ramsay’s was used as a criterion for every 
displayman in the district, not only in display, but card 
writing as well. He won from it an enviable reputation. 

Four years at Ramsay’s and their competitor in that 
city, Newman’s, was able to secure his services and 
sent him to Cedar Rapids, where they had purchased 
a store “on the anvil.” 

In one year Mr. Behmer completely changed the 
outward appearance of this bedraggled old store, con- 
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verting it to a strictly modern front. New figures, 
floors, valances—in fact, everything that goes to make 
a good window—were bought or constructed. 

He has completely changed the front, working to 
present a strictly modern appearance, dividing large 
spaces into smaller units and more compact ones, too, 
affording chance to display a larger number of items 
without injuring the appearance of any display. This 
alone was a big program, but was handled smoothly 
and efficiently. 

The first of the year saw Behmer placed in charge 
of all store advertising, including windows. He formed 
a sales promotion division in order to gain greater eff- 
ciency and coordination between the two branches and 
moved them into newly-equipped and well-arranged 
offices. In the window department are Acting Display 
Manager N. O. Grimes, two assistants and a carpenter, 
handling the details of twenty-two windows. 

“T was very fortunate in getting acquainted with 
Mr. Behmer,” says Grimes, who is both Pepys and 
Boswell to his chief. “I met him while he was at Ram- 
say’s, at Joplin, and worked under him there for a year, 
picking up his efficient way of handling windows and 
learning his enviable show card writing process. I left 
him to take complete charge of the display department 
of another store, but you can imagine the pleasure I 
received when Mr. Behmer wrote and wanted me here 
as his first assistant. I came at once, and am second 
man now in this sales promotion department as acting 
display manager.” 





The “Step” 


(Continued from page 45) 

As another suggestion of how the step arrange- 
ment may be utilized in assembling larger groups, 
notice how the idea is used in sketch No. 15. Some- 
times, even a complete window may be filled in this 
same manner, by making the groups larger and built 
up to the requisite height. 

With these rather standard or fundamental ways 
of assembling items of merchandise to make up the 
component parts of a window to work with, each one 
of which allows for many variations, let us see in the 
succeeding articles how two or more of these groups 
may be put together to make up a completed display. 
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AUSTIN, TEXAS—Livingston Display Service, 1013 Blanco St. 


BOSTON AND NEW ENGLAND—United Display Corporation, 
formerly Burns Display Service, Inc., established 1917. Headquarters 
53-57 Bristol St., Boston, Mass. C. W. Orr, Mgr. 


BUFFALO, N. Y.—Windo-Craft Display Service, 32 E. Genesee St. 
E. Preston Browder, Mgr. Covering Buffalo, Rochester and vicinity. 


” 
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CALIFORNIA.—Larger cities covered daily; country towns every 
14 days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Ad- 
vertising Co., 1534 Sunset Blvd., Los Angeles. 


CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how good. 


CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 


CINCINNATI, OH1IO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walteg G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 


COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. - 


COLUMBUS, OHIO—Universal Window Trimming Co., 476 S. Bur- 
gess Ave. Max Gutkind, President and General Manager. Established 
and reliable display service doing work for over fifty different adver- 
tisers. 


DETROIT MICH,—Wayne Services are owned and controlled by 
R. V. Wayne, president and general manager. For information, 
please address Detroit Window Display Service, 438 East Woodbridge 
St., Detroit, Mich., R. V. Wayne, president and general manager. 
Toledo Window Display Service, care of Walding, Kinnan & Marvin 
Co., 332 Summit Sts., Toledo, Ohio, G. M. Shanks, manager. Wayne 
Window Display Service, 1018 St. Clair St., N. E., Cleveland, Ohio, 
F. R. McCann, manager. 


FREDERICK, MD.—Frederick Advertising and Display Co. We 
cover Maryland, Pennsylvania and Virginia. 


HARTFORD, CONN.—Advo-System, 488 Main Street. Complete 
window display and house-to-house distribution services, covering the 
entire state. Try the Advo Service. Once—always. We have success- 
fully served many national advertisers. 





























LITTLE ROCK, ARK.—Co-operative Display Service, 212 E. Mark- 
ham St. A complete and dependable display service. 


MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Place. Warehouse 184 11th St. J. Harry Bayley. 


MILWAUKEE, WIS.—STEFAN DISPLAY SERVICE, 1920 Vliet 
Street. Not only RELIABLE and MODERN, but EFFICIENT, 
RESPONSIBLE and ORGANIZED, backed by 11 years’ experience 
of our executive. 


- MILWAUKEE, WIS.—Wisconsin Display Service. It’s the service 
of good will and experience that succeeds. Established 1921. L. T. 
LeCoss, general manager. 
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NEW JERSEY—Jentzen’s Window Dressing Service, 772 40th St., 
North Bergen, N. J. Geo. H. Jentzen, Mgr. Expert crepe paper 
installations for national advertisers. All work guaranteed. 





NEWARK, NEW JERSEY—Realart Window Display, 893 Broad St. 
S. Harold Ragonesi, Mgr. Window installation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
oe have satisfied others, why not you? You can try our service 
ut once. 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 





OKLAHOMA CITY, OKLA.—Okiahoma Wind-O Display, Inc., 
1125 West Twenty-ninth St. All of Oklahoma covered each month. 





PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
A unique display service for national advertisers covering Penn- 
sylvania, New Jersey and Delaware. Write for a list of satisfied 
clients. 

PITTSBURGH, PA.—Ryan Dispjay Service, Broad and Station 
Sts. Hugh J. Ryan, Pres. & Mgr. Thoroughly covering Pittsburgh 
and 60 surrounding towns. 








PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROCHESTER, N. Y¥.—Windo-Craft Display Service, Offices 32 E. 
Genesee St., Buffalo, N. Y. E. Preston Browder, Manager. Covering 
Rochester, Buffalo and vicinity. 





SALT LAKE CITY, UTAH.—The Window Display Service, 403 East 
Fourth South St. N. W. Reynolds, manager. Chosing the location 
and making the installation as if we were the advertiser paying the 
bill ourselves. 





SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 





ST. LOUIS, MO.—Thornhill’s Display Service, 919 High St. A com- 
plete and reliable window display service for the national advertiser. 
We satisfy our many clients. 





WATERLOO, I0WA—Henson Display Service, 339 Dane St. A 
complete window display service in this vicinity. 





WHEELING, W. VA.—Iams Display Service. Distinctive displays. 





Windows Waken New York 


(Continued from page 34) 
rugged country construction men are putting in some 
of the thousands of miles of cable now being installed 
throughout the states. Number three: A family scene 
tells its story of the new type of civilization. 

“They have as much privacy as a goldfish” runs 
the text on a decorative panel background in front of 
which stands a tall bowl containing several goldfish. 
The text tells that the advertiser in the telephone di- 
rectory is paraded before the eyes of the entire world. 

A single line of copy, “If you tried to do what the 
telephone does!” tells its own story of the amount of 
distance that can be covered by a telephone in a few 
minutes. “The telephone is a record breaker, too,” 
Says another caption on a set showing ship, train, 
airplane and dirigible. An operator’s chair and the 
invitation: “Girls, here is a chair waiting for you!” 
makes an effective recruiting display. Anticipating 


a football game, a display, placed one week before the 
game, tells of the telephone calling rate between New 
York City and Indianapolis. 

Production of the material that is built up into 
these window displays goes on day by day in the busy 
work shop of artists, photographers and mechanics 
on the tenth floor at 140 West Street, a staff of 15 
persons including a chauffeur and porter being main- 
tained. Here you see the artistic touch which gives 
our window displays the modernistic “Vogue” and 
“Vanity Fair” effect and you may be initiated into 
the mysteries of the many colored lights, the shadow 
box, and the thousand and one uses to which the 
little electric motor is put to get the desired mechani- 
cal effects. In Manhattan, Bronx, Westchester, su- 
burban Long Island and Brooklyn, this department 
takes care of displays in a total of 133 windows. 
Material for window displays is also supplied on 
occasion to the upstate area. 
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The Brownbilt Shoe Store, of Watertown, N. Y., 

exhibiting compact, well-ordered fixtures, comfort- 

able wicker seats, full-length mirrors, and, finally, 
a “soo” for children. 


ODEST dimensions but complete adaptation to 

the needs of trade and the physical symmetry 
demanded of distributive agencies by a progressive age 
mark the Brownhbilt Shoe Store at 91 Public Square, 
Watertown, N. Y. Opened late in December, this little 
shoe center displayed to initial patrons a perfectly ap- 
pointed retail establishment with commodious stocks 
assembled in simple but efficient fixtures and shelving. 

The show windows are of the lobby type and supply 
ample space for stocky trims. Lighting equipment 
permits considerable flexibility in volume and insures 


Windows are of the lobby type, affording excep- 

tional space tin proportion to the narrow front. 

Strong lighting, coupled with a glittering neon 
sign, rivets public attention, 
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maximum brilliance when occasion demands. The 
interior is distinguished by the capably organized stock 
placement and the modernity of the fitting appliances 
and conveniences. 

In place of the old-fashioned fitting bench, the 
management has supplied fourteen splendidly cushioned 
wicker chairs, affording maximum comfort to patrons 
awaiting service. On both sides are full-length mirrors 
half-way down the rows of shelving, enabling the pur- 
chaser to get a proper perspective of footwear in con- 


junction with the apparel for which it is bought. 


Cases for hose and slippers occupy the space just 
inside the entrance, flanking the aisle leading to the rear. 
And at the rear is a concession to childhood not once 
envisioned in more prosaic days of merchandising. In 
no sense novel, but primarily notable because of its 
adoption by an organization of moderate size, is the 
tiny “zoo.” Its group of cages provides housing for 
whimsical painted beasts that delight the hearts of 
children. This bit of showmanship takes into account 
the very considerable volume of trade that rises from 
children’s shoes and reaches directly to the child for 
assistance in bringing parents into the store. 





FELT COLOR CARD IS COMPREHENSIVE 
A color card showing specimens of felt in sixty-four colors 
has been prepared by the Commonwealth Felt Company, 74-76 
Summer Street, Boston, Mass. This little folder is an ex- 
cellent desk reference for the displayman seeking variations 
in colors for background coverings and panel decoratives. 
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Let Rent Determine Window Outlay 


Good Displays As Vital As Good Location; Decorative 
Papers’ Contribution 


By LOUIS SCHULMAN 
Louis Schulman Co., New York. 


A! times, the critic of window display who realizes 

the value of windows and advocates maximum 
use of their possibilities is discouraged by realization 
that retailers will pay huge rentals and yet fail to 
dress their windows in accord with the requirements 
of good business districts. The retailer should adopt 
as his slogan a paraphrase of the widely known saying 
of Felix Warburg, “Let your standard of living be 
your standard of giving.” In other words, “Let the 
expense for display be proportionate to the rent.” 
Only by doing so can the retailer succeed in maintain- 
ing his sales volume or increasing it. 

It is, however, not necessary to plunge recklessly. 
There are ways to economize on expenditures without 
detracting from th¢ appearance of displays. Perhaps 
the most satisfactory means is through more frequent 
resort to decorative papers. When used for back- 
grounds or floorings they readily adapt themselves to 
any purpose which fabrics serve. Our firm met this 
issue with a spring line of specially executed papers 
known as the “Velour” and “Velvet Ray” papers. 
They can be used for almost all of the parts that vel- 
vet and velveteen take. The width of the material is 
forty inches and the rich lustre and heavy finish com- 
mend more than passing notice. 

Another departure is found in the “Gold” and “Sil- 
ver” papers, which are non-tarnishable and rich 
enough to be used without additional trimmings. They 
work well for floorings, pedestals and shelves, and if 
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KAWNEER 
PRESENTS 


CUSTOM-BUILT 
STORE FRONTS 


Your individual design now Cus- 
tom built by Kawneer. Skilled 
store front craftsmen fabricate 
and assemble the store front 
members into a faithful render- 


~ the displ h inventive mind, for pyramids 
ial e displayman has an inventive mind, for pyramids, ing of your own design. In this 
aie stands and other decorations. ; : 

One of the essentials for springtime is an ample day of hurried shopping, mod- 
die supply of grass matting. Green raffia mats are an ern show windows have acceler- 
saad asset because of the suggestions of spring which they ated buying to a marked degree 

sti alizati 

aie timulate and the consequent realization upon the part —ample reason why merchants 

ra of the viewer that he should prepare for the new ; . 
os season with proper apparel, furnishings, and other welcome Kawneer Custom built 
pur- ceonaniiitiin. store fronts as the best means 
con- , : 

of adding new names to their 

just Gotham Convention customer lists. This Kawneer serv- 
ear. (Continued from page 59) ice is available to any merchant, 
ynce Class 31—Best display of men’s or women’s shoes. les ll. Mail th 

I Class 32—-Best display of decorated booth, interior or ex- ee ew oe © coupon 
nie terior of store or public building. for complete information. 
Its Class 33—Best decorated float or automobile. ‘ 

the Class 34--Best drawing or sketch offering suggestion for A @ 
BB iepeses Kawneer 
” Class 35-—Best drawing or sketch offering suggestior# for STORE FRONTS 

t post, ledge or table display. 

un Class 36—Best drawing or sketch offering suggestion for 
rom show window background, award to be made on originality 


for and execution. 

Class 37-—Best drawing or sketch offering suggestion for 
window display. 

Class 38—Best five hand-lettered cards (not larger than 
14x22) lettered with a pen. 












ee ee eee ce ee ee ee ee ee eee ee ee ee ee ee ee ee ee ee ee 
Manufacturers of The Kawneer Co., 2508 Front St., Niles, Mich. 
BRONZE Send FREE Book, “Modern Store Fronts for 
STORE FRONTS, Better Display.’ 
WINDOWS, DOORS 











“— Class 39—Best five brush-lettered cards (not 1 h : —_ 
Ss —— - 
14-76 14x22) est five brush-lette cards (not larger than Subsidiary ere 
- ex- : . “ 
tions Class 40-—Best collection of ten show cards. Any size, wn Perk eles Calif Yanan State 


(Continued on page 80) CONSULT AN ARCHITECT < THE SERVICE IS VALUABLE 
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Notes from the 


Display Services 


XPANSION is the order of the day with the win- 
dow installation department of I. L. Lyons & Co., 
New Orleans, La., according to S. R. Wulson, “Our- 
department has grown to such an extent,” he says, 
“that it has become necessary for us to branch to the 
larger cities in the state, namely, Baton Rouge, Mon- 
roe, Lake Charles, Alexandria, Shreveport, Lafayette 
and Opelousas. 

“At the present time we are working Elmo Beauty 
Products, Ever Ready Safety Razor triple combina- 
tion, Daggett & Ramsdell Cold Cream, Mercirex, B. 
C. Headache Remedy, Edgeworth Tobacco, Luxury 
Tobacco, Coty, Bayer Aspirin Tablets, also Phillips 
Milk of Magnesia and Pomo, the new beverage. We 
have just completed working on the Coca-Cola “Toon- 
erville Trolley’ display, and they made quite a hit in 
this section. 

“We are always striving to better our window 
installation service and are in a position at all times to 
give manufacturers any information they may desire 
regarding the territory that we cover. Being one 
of the largest wholesale drug houses in the south, 
naturally, our clients, as well as our dealers, expect 
a great deal of us and we try at all times to carry out 
their plans and specifications on their windows to the 
very end. When we install a display we expect the 
display to remain one full week and in some in- 
stances, the display remains for a period of ten days. 

“As far as having service problems regarding 
booking, installing and salvaging displays, we have 
little or no trouble along these lines, as each of our 
men is allotted a territory and covers it every week. 
However, the writer has trouble from time to time 
with our competitors using the paper background 
that we installed, but this is not serious, as other in- 
stallation services have the same thing to contend 
with. 

“The writer gets a great deal out of reading the 
DISPLAY WORLD and from time to time a good 
many ideas are collected from these pages. Anyone 
interested in display work will find DISPLAY 
WORLD very helpful.” 


AUL C. DAVISON, general manager of the Davison 

Display Service of Lincoln, has announced the opening 
of a branch office at 338 LeFlang Building, Omaha, with 
Richard Obbink as supervisor. L. D. Miller has been made 
supervisor of the Lincoln branch. The firm handles window 
display installations for national and local advertisers and 
has been in business in Lincoln for the past four years. It 
is the representative in Lincoln territory of Window Adver- 
tising, Inc., of New York, Contracts for 1930 include: Lucky 
Strike cigarettes, Old Gold cigarettes, Gillette razors and 
blades, Bayer Aspirin, Mission Orarige, Butter-Nut Coffee, 
Silver Spray beverages, Loose-Wiles biscuits, Edgeworth 
tobacco, Luxury tobacco, Rocky Ford cigars, Blue Ribbon 
‘malt, Gesundheit malt,.Manitou ginger ale, Coca-Cola, S. S. S. 
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i there is a general business depression—if there is stagna- 

tion in any particular section of the country, western Ken- 
tucky has not felt it,” says A. L. Campbell, of the Campbell 
Advertising Agency, Paducah, Ky. 

“Paducah is the metropolis of western Kentucky and 
northern Tennessee with a trade area radiating in every 
direction upwards of 100 miles, and we hear no complaint 
from our merchants or our manufacturers. In fact, increased 
inquiries are coming into this office—inquiries engaging space 
for window display and newspaper tie-ups. 

“This agency serves the entire territory of Paducah, and 
every city and town within a radius of 100 miles. A complete 
survey has been made in the territory of the exact number 
of display windows available, drug stores, groceries, clothing 
and hardware. The agency already controls many of the 
display windows. Two high-class artists connected with the 
agency handle the window displays.” 





Territory embracing the northern half of Iowa is covered 
by the Midwest Window Display Bureau, 620 Tenth Avenue, 
West, Cedar Rapids, Iowa, with O. H. Lundquist at the helm. 
A recently organized sales service to be operated in conjunc- 
tion with window installations is now at the disposal of the 
firm’s patrons. Mr. Lundquist is enthusiastic over the pros- 
pects for the summer and outlines the list of campaigns he is 
handling as an instance of the high favor which his organ- 
ization enjoys among leading manufacturers. In the group 
he is now handling he catalogues the following: McKesson- 
Robbins, American Tobacco Company, Gillette Safety Razor 
Company, Coca Cola, Coty’s, Marinello, Isabella Cigars and 
local contracts for Hutchinson Ice Cream Company and 
Colonial Baking Company. 


A scheme of cooperation with local drug jobbers insuring 
immediate follow-ups of each window installation is now being 
perfected by Benjamin Charles Margolis, display service man 
operating in Baltimore and Washington. An outline of the 
plan will be presented in a later issue. 


Installations in Des Moines, are moving along at a satisfac- 
tory pace, according to W. J. Culbertson, manager of the Des 
Moines Window Display Service, who lists the following cam- 
paigns as under way: Daggett & Ramsdell, Probak Blades, 
Auto Strop Razors, Gillette Razors, Lysol, Marinello, Gem 
Razors, Folger’s Coffee, Del Monte Products, Banquet Tea 
and Country Club Beverages. ‘We cover every town within 
seventy-five miles of Des Moines,” Culbertson declares. 


Business is good with the New Orleans display services, 
according to J. H. Helfritch, manager of the Helfritsch Dis- 
play Service. Recent correspondence discloses that one of the 
important campaigns which this concern is now handling is on 
Dustless Dust Cloths. New contracts are coming in in satis- 
factory volume. 


From Duluth comes the asurance that the past year has 
seen the development of craft ethics to a degree that satisfies 
exponents of high standards. Carl R. Johnson, of the John- 
son Display Service and sponsor of the slogan, “C. Johnson 
First,” says that he is glad to report that displaymen are re- 
specting each other’s accounts in such fashion that all adver- 
tisers are getting two weeks’ showing. 





> 
INTRODUCE CHANGEABLE PRICE TICKETS 


Price tickets that can be used hundreds of times and 
always with new copy and prices have been placed on the 
market by the Novel Sales Corporation, 693 Broadway, New 
York. Made of highly polished material with the lettering 
embossed, the tickets are assets in directing attention to 
merchandise. 

They come in kits containing 577 pieces, including a 
wooden cabinet for storage. Any combination of figures from 
one cent to $999 can be secured with a “simple flick of the 
fingers.” The manufacturers place the store name in em- 
bossed fashion on every price ticket. 
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HONOR ROLL OF DISPLAY SPECIALISTS 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 
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CALIFORNIA 


and the Entire Pacific Coast Now Thoroughly Covered 
Branch Offices: 
Oakland Portland,Ore. Seattle, Wash. 
THOMPSON & PARMLEY 
869 Folsom Street 
San Francisco 


pei spe 


An Efficient Window Display Service for Local Merchants and 
ational Advertisers. 


CINCINNATI DISPLAY SERVICE 
603 So. Ohio Bank Bldg. Cincinnati, Ohie 
Representing Window Advertising, Inc., New York City 


San Diego 


1220 W. Pico 
Los Angeles 








J. Duncan Williams Joseph H. Marshall 


Williams-Marshall Displays 
“Window Display At Its Best” 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail use; a window dislay studio with life-size 
windows for photographing, set-ups, etc. 


SOUTH CAROLINA 


and Neighboring Territory 
Window Displays for National Advertisers 
Attractively Placed 
Efficient and Reliable Service—Tel. 4448-J. 
HARRY W. WATERS, 202 Otis Ave., Greenville, S. C. 


NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake 
Charles, Lafayette, Monroe and Shreveport 
Window Display and Service Department 
S. R. Wilson, Manager 


I, L. LYONS & COMPANY, Ltd. 


Complete Window Display & Distributing Service 
for National and Local Advertisers 


WICHITA, OKLAHOMA CITY AND TULSA 


and Surrounding Territory 


Southwest Display Service 


108 S. Washington Ave. Wichita, Kansas 














DETROIT 


Fall—Winter—Spring—Summer 
DETROIT WINDOW DISPLAY SERVICE 
438 East Woodbridge Street, Detroit, Mich. 

R. V. WAYNE, President 
Write for Circular on WAYNE CLOCK SYSTEM 





PHILADELPHIA, PA. 


Dependable and Prompt Service. Complete Coverage 

of the Entire Philadelphia Market. Satisfaction 

Guaranteed. References from National Advertisers. 
THE S. J. HANICK COMPANY 


925 Cherry Street S. J. Hanick, Mgr. 


INDIANAPOLIS, IND. 


Complete Coverage for National Advertisers. 
Fire Insurance Carried for Your Protection. 
WEBER’S PIONEER DISPLAY SERVICE 
Fred W. Weber, Manager 
Office: 29 Kentucky Avenue 
Warehouse: 113 S. Capitol Avenue 


CORNING, N. Y. 
AND SURROUNDING TERRITORY 


Window displays designed, built and installed. We cater to the 
fastidious. Used displays bought and sold. What can you use or 
what have you? No contract too small for us to be interested in. 
SOUTHERN TIER DISPLAY SERVICE STUDIO 

87 West Market Street, Corning, New York 


MINNEAPOLIS AND ST. PAUL 


A high-class, dependable organization—guaranteed by 
years of window display service for leading national 
advertisers. 

TWIN CITY DISPLAY COMPANY 

J. Earle Kemp, Pres. 
2526 Nicollet Avenue 


NEW YORK CITY 
FERRYMAN ART STUDIOS 
17 West 3ist Street, NEW YORK CITY 
Telephone Longacre 9439 
Unusual Displays for Windows, Interiors, Exhibitions, 
Specializing on Chain Store Needs. 
F. REVERZ FERRYMAN 











Minneapolis, Minn. 








Display Services--This Is Your Market Place 








Place an ad here and establish the identity of your service in your city 
with the largest users of window display installations. 


The cost is very nominal and all are given equal representation, be- 
cause only one-inch space can be used. 


Address Advertising Department, DISPLAY WORLD 
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A group of cards revealing the shapes and layouts 
favored by Allen. 


N April, 1925, or it may have been the follow-, 


ing year, while with the Leopold Allen de- 

partment store of Savannah, Ga., I wrote an 

article for DISPLAY WORLD on show 
cards. At the time I stated that, in my opinion, layout 
was the most important part of the card, followed by 
color, and last, accuracy in lettering. Moreover, I con- 
tended that one should strive to obtain perfection in 
all three divisions. 

Five years later I am still of the same opinion. 
Lettering and layout have changed quite a bit, but I 
still think that the layout “makes” the card. 

As to my work, I usually use a dark stock with 
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Put -Your Trust in 


{LAYOUT 


It’s More Important Than Color and Even 


More Significant Than Correct Lettering 


By GEORGE M. ALLEN 
Display Manager, Lebeck Bros., Nashville, Tenn. 


light lettering. I find that eight-ply black, made by a 
Chicago concern, is suitable. Black usually works well 
with most of our window displays, but I often vary 
the scheme, and, in the spring, use shades of green, and 
in the fall shades of tan, and so forth. For such events 
as “January” or “white” sales, I use white. 

On a black stock there are many colors one can use 
to produce pleasing effects, such as green, white, orange 
and numerous tints and shades of these. 

The cards which acompany this discussion of tech- 
nique are as follows: 

“New Fall Frocks.” A medium blue stock lettered 
in orange with a yellow highlight and black under- 
scoring. 

“Hose.” The “H” is in pink; “ose” in white with 
red inserts. The rest of the lettering is in emerald 
green with the capital in pink. The border is a dark 
green. 

“Table Sets.” This is on a modernistic green stock 
with “Sale” and the price in orange. “Table Sets’ ’is in 
green and the border is yellow. 

“English Green.” Here we have all green lettering 
and a yellow border on a modernistic green stock. 

“Solid Colors.” A tan modernistic stock bearing 
brown lettering with white underscoring and outlines. 

“Velvet Frocks.’ This is a modernistic stock with 
green lettering and yellow outlines encased in a green 
border. 

I like the modern cutout cards and use them as 
often as I can. I always remind myself that the card 
is just as important to the window as the merchandise 
itself, provided the copy is brief and to the point. 





A Pair of Effective Layouts 


Cards and Color Schemes Devised by Dacus Bradley, 
Norfolk, Va. 


N illustration of the work that Bradley is doing 

may be found in the card reproduced herewith. 
Of its composition, Bradley says: 

“The background of the card is dark brown and the 
lettering is white. The lines at top and bottom are in 
dark green, as are the underscores. The shading across 
the price is in orange. While the photograph fails to 
give an adequate idea of how the card shows up, any 
one who will follow the color scheme will find the prod- 
uct neat and appealing. 

“Another idea is to have all of the small lettering in 
white, with the word ‘Radio’ in light red against a 
yellow background. The price could then be put in 
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Not ornate in lettering but well balanced in 
color. 


white, filled out between the figures with yellow and 
bordered with light red. The borders and underscores 
should then be executed in dark blue. A black stock 
should be chosen if this scheme is adopted. 

“There are many ways of making colors stand out. 
A good way is to take pieces of cardboard about seven 
by eleven inches and paint each of them in one of the 
colors that you use. By keeping these cards in a file 
you can always refer to them when wrestling with a 
color scheme. At such times simply take down the 
cards carrying the colors that you intend to use and 
lay them together. Keep doing this until you find a 
combination that ‘looks good.’ In this way you can be 
sure that your colors wil lbe attractive long before you 
letter the show cards.” 





Bringing Out the News in Advertising 
(Continued from page 64) 

plaining, the hose is brought forth and the sales girl 

simply says ‘$1.50, madam.’ One pair of hose, pos- 

sibly, is purchased under these unenthusiastic circum- 

stances. 

“How much better this way: 

““Oh, yes, we’re glad to show these for they’re 
really the nicest hose we’ve ever had. Made in a mill 
that is a color leader, full-fashioned, slenderizing 
ankle, sandal sole and silk to the toe. Better take 
three pairs in the new costume shades for $4.25. And 
by the way, have you seen the news shoes on our 
second floor that will go just beautifully with these 
colors? Special today at $6.60.’ 

“And it’s your job to sort of watch all the way 
along the line for it means the success or failure of 
your efforts. 

“If ‘ensemble’ is the big theme in style, this year, 
it’s the big thing in business—all working together 
in harmony to make more sales and more profit.” 
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A Daily's Card 
Writer Outfit Furnishes 
Both Materials and Instruction 


Master show card writing easily and quickly with the aid of 
a Daily’s Card Writer Outfit. 

This outfit includes all necessary equipment and a complete 
course in card writing compiled by Bert L. Daily containing 34 
illustrated lessons that make instruction easy and enjoyable. 


HERE’S THE COMPLETE OUTFIT 

















BERT L. DAIL 


DAYTON, OWI, 











Contains: One 2-0z. bottle each Black, White, Red, Blue, Green 
and Yellow Show Card Color; one set of Pure Red Sable Show 
Card Brushes Nos. 4, 6, 8, 10 and 12; % dozen Soennecken Pens; 
one No. 3 Speed Ball Pen; one Pen Holder; one Ink Retainer; 
Bottle Pen Ink; one Art Gum, and Daily’s Show Card Writing 
System. 


THIS COMPLETE SET ONLY 


5 DeDD sor 


Send the coupon below today for this complete outfit. Your 
materials and instructions will arrive at once. Get into this 
fe’ inating and profitable business right now. You’ll never get 
a pvetter start. 


Bet LDatly « 


Ohe House of Pertict Stroke’ Brushes and Suppli 
126 TO13O E.THIRDST. DAYTON. OHIO. 


Member National Display Equipment Association. 
This Coupon Will Make You a Card Writer! 





Ree ee en ee ee 
a BERT L. DAILY, Dayton, Ohio 4 
I ..Enclosed is $5.95 in check or money order for a 
f Daily’s Card Writer Outfit No. 188. 4 
. ..Send me a Daily’s 1930 Catalog free. : 
: PIN aoc adie g ened So dah en can de acadadesacancunacbéabesddawbeoinascteas : 
NN S oslwels sla bless Be Baty Swedes sn ccetcc Pawo ve Gun veaedineduesnianes : 
4 A . 
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Cut the Phrasing to the Bone 


Not What You Put in, But Often What You Leave Out, That Makes 
for Successful Cards—Good Boards Also Can Save Poor Displays 


By JOHN H. GRAY 


SHOW card, according to all good taste and 
judgment, is a tool that is used to explain, 
reveal or to exhibit some article or articles 
of merchandise, not only in the show win- 
dow, but in the store interior as well. 


e 


Here’s variety 
aplenty in 
shape, lettering 
and color. 
Each card 
echoes a detail 
of goods or 

events. 





@) 


A show or window card means to the well dressed 
display the same thing that the proper dress accessories 
do to the well dressed woman’s ensemble. A poor card 
or the lack of proper accessories will easily ruin the 
whole ensemble, be it window display or dress. There- 
fore, the display man should carefully check over his 
display card in order to have the proper medium of 
decoration and message, or explanation. 













Quite often a mediocre display showing is enhanced 
by an extraordinarily good window card, and so, too, 
is the good display ruined by a card that does not har- 
monize in any way, shape or manner with the exhibit. 
An advertising slogan for classified ads running some- 









The author 


% } has outlined the 
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Light oday, color 











Pri { combinations 
|: and colors of 
7 | stock on 
the opposite 
page. 
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thing like this, “The more you tell, the more you sell,” 
does not always work in a window display, because Mr. 
Average Human reads as he runs. This can be taken 
almost literally these days of fast travel. 

Make your card copy concise, compact and explana- 
tory, and, if using a decoration, use one in relation to 
the article on display. The average card writer knows 
the fundamentals of a good card, balance, composition, 
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layout, upper and lower case letters and different me- 
diums of expression, so I will not take space to tell of 
them. It is not what you put in but what you leave out 
that ofttimes makes the real catchy, interesting window 
card that causes the passer to stop. Stoppers look and 
lookers buy and go away from your business place 
satisfied. A good card is the index to your window 
display. 

The color combinations for the cards illustrated 
herewith are indicated in the accompanying descriptions. 

Hat Card. My idea was derived from a greeting 
card. The design was outlined in india ink and the 
flowers and leaves were lettered with a brush in pink 
and green. All of the lettering and the price were in 
mauve. 

Christmas Card. Here the scheme was obtained 
from a Christmas card and was developed in two colors 
with green holly leaves, red berries and white spot, a 
vase and vine in black, pen lettering in red and black 
and pale green outlines, the lower lines being in white. 

Christmas Card. The second Yuletide card has a 
circle and lantern in black with a red candle and pink 
inset. Leaves are in two tones, green and red berries. 
Lettering is penned in red and black with green out- 
lines. 

Neckwear. A pen-lettered card and a hand-drawn 
poster to show one of the collar sets types on display. 
The phrasing is concise and interesting to the feminine 
shopper. 

Light o’ Day. Modernized palm branches (for 
summer ) and towers here suggest the city, while colored 
airbrush rays focus attention on the lettering. Letter- 
ing is penned in black. The design is a silhouette in 
black. 

Fall Style. This is a black card with wings of orange. 
Decorations on the wings are blue and red. The vase, flowers 
and vines are in blue, yellow, red orange and light green. The 
parrot is in natural colors and the lettering is ivory. 

New Fall Frocks. A blue-mottled card with an oblique 
line in dull orange. The color spots are in green, orange and 
yellow. The lettering is in ivory. 

New Collar Styles. Another blue-mottled card with hori- 
zontal lines in yellow. The lettering is dark orange with the 
highlights in yellow. 

Fall Styles. A modern art design outlined in black with 
rose grill work, two-tone insets and a red and green base. 


The lettering is black with a green outline. The background 
of the card is mottled tan. 








rs A Square Deal 
Buy Fixtures at 
Lowest Prices 


Chain Stores are now the re- 
cipients of special discounts 
from manufacturers. We, as 
manufacturers,. cannot see the 
justice of making the local 
merchant’s lot any harder by 
this procedure. We now offer 
our fixtures to any store at 
chain store prices. Catalogs and 
discounts will be gladly sent to 
all merchants writing for them. 
No. 320—Card Holder, 6 in. base, 
7x11 frame, 12, 15, 18 in. high. 
Gun Metal, Net, $12.00 Dozen. 


; Cincinnati 
GRD Show Case & Display 
Fixture Works 

















236. Main: St.,, Cincinnati, Ohio 
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without wasting a 
word in the message, 
your show cards can 
say: 


Spring is Here 


Use Crestone Finish 
board and from the 
wide assortment of 
dainty, blended tones, 
choose some that fairly 
breathe the freshness of 
the season. 


CRESTONE 
FINISH CARDBOARD 


Write for Samples, if you 
do not know the charm of 
Crestone designs and 
colors. 


CHICAGO CARDBOARD COMPANY 
666 Washington Blvd., Chicago. 
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Creators of the Finer Cardboard Products 











New Paasche 
Automatic 
Electric 
Aircompressor 
Unit. 





Aircompressor Unit 


FREE ¢ With this unit, and the proper Paasche airbrush, 
Artists’ Ai you can outdistance your competitors. Apply all 
rtists - the modern effects in aircoloring, airlacquering, 
ores, — airstenciling, airdecorating, etc., at lowest cost. 
Striper Bull iin The sweetest unit you ever saw. Pays for itself 
e in record time. Has exclusive Paasche features. 

Poster Plant 


Bulletin Q ; f; p by 
yates, \ fos 
of 


1902 Diversey Parkway, Chicago, III. 


New York Detroit Denver 
Philadelphia St. Louis Los Angeles 
Pittsburgh Kansas City,Mo. Seattle 
Cleveland Minneapolis 


Hughes-Owens Co., 
Montreal, Winnipeg, Toronto, Ottawa 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


AIR BRUSHES 
Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio 


National Process Ill. Co., 419 Kerrigan Ave., 


Union City, N. J. 
Paasche Airbrush Co., 1902 Diversey Parkway, 


Chicago, Ill. 

Thayer & Chandler, 913 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 


Paasche Airbrush Co., 1902 Diversey Parkway, 


Chicago, Ill. 
The Wold Air Brush Mfg. Co., 2173 California 


Ave., Chicago Ill. 
AIR BRUSH COLORS 
The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 
AIR PAINTING UNITS 
Paasche Airbrush Co., 1902 Diversey Parkway, 
Chicago, Ill. . 
ALUMINUM FOIL 


Lehmaier, Schwartz & o., Inc., 
Thirty-fifth St., New York City. 


ARTIFICIAL FLOWERS 
The Adler-Jones Co., 651 S. Wells St., Chicago, 
Til 


511-541 W. 


Botanical Decorating Co., 319 W. Van Buren 
St., Chicago, Ill. 
ARTIFICIAL PLANTS 
Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


AUTOMATIC POSTER DISPLAYS 
Davis Bulletin Co., 10-16 Lock St., Buffalo, 
my. Me 
BACKGROUNDS 
Ad-Displays System, 117 N. Wells St., 
cago, Ill. 


BACKGROUND COVERINGS 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

National Process Ill. Co., 419 Kerrigan Ave., 


Union City, N. J 


BACKGROUND SETTINGS 
a Adler-Jones Co., 651 S. Wells St., Chicago, 
Tl 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

Morey Decorative Studios, 107 Arlington St., 
Boston, Mass. 

United Display Service, 440 S. Dearborn St., 
Chicago, Ill. 

BACKGROUND SCREENS 

Ad-Displays System, 117 N. Wells St., Chi- 
cago, Ill. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

BOLTING CLOTH 

Geo. E. Watson Co., 164 N. Lake St., Chicago, 

Til. 


Chi- 


BOOKS ON DISPLAY 


McGraw-Hill Book Co., 370 Seventh Ave., New 
York City. 


CARD HOLDERS 
The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 
Bronson Reel Co., Bronson, Mich. 
Burr Oak Mfg. Co., 20 E. Jackson Blvd., Chi- 
cago, Ill. 
J. B. Timberlake & Sons, Jackson, Mich. 


CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
=> Daily, Inc., 126 E. Third St., Dayton, 
0. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


COLOR SCREENS 


Marsene Transparent Paper Corp., 
Tenth Ave., Gary, Ind. 
Rosco Laboratories, 367 Hudson Ave., Brooklyn, 


mB. 2; 
J. B. Timberlake & Sons, 120-24 E. Washington 
St., Jackson, Mich. 


COMPOSITION BOARD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, IIl. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 
Flamingo Adv. Co., 420 Lexington Ave., New 
York City. 
Lutz & Sheinkman, Inc., 2 Duane St., New 
York City. 
— Mfg. Co., 162 Clifford St., Providence, 


1926 W. 


CREPE PAPER 
Dennison Mfg. Co., Framingham, Mass. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 
International Register Co., 13 S. Throop St., 
Chicago. Ill. 
Portable Elec. Tool Corp., 67 Walnut St., Fitch- 
burg, Mass. 


CUT-OUTS 
Erie Litho. & Ptg. Co., Erie, Pa. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio. Baltimore, Md.; Brooklyn, N.Y. 


DECORATIVE PAPERS 
The Murdison Co., 48 W. Forty-eighth St., 
New York City. 
Paper Service Co., 28 N. Sixth St., Philadel- 
phia, Pa. 


DEEP SEA WONDERS AND CURIOSITIES 
FOR WINDOW DISPLAY 


a Fleischman, 1105 Franklin St., Tampa, 
a: 


DISPLAY COUNSEL 

Flamingo Adv. Co., 420 Lexington Ave., New 
York City. 

The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 

Morey Decorative Studios, 107 Arlington St., 
Boston, Mass. 

Window Advertising, Inc., 300 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—GLASS 


International Clearing House of N. Y., Inc., 
303 Fifth Ave., New York City. 


DISPLAY FIXTURES—METAL 


The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 

Bronson Reel Co., Bronson, Mich. 

Burr Oak Mfg. Co., 20 E. Jackson Blvd., Chi- 
cago, Ill. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

L. A. Darling Co., Bronson, Mich. 

= Display Center, 1440 Broadway, New York 


ty. 

Detroit Store Fixture Co., 701 Gratiot Ave., 
Detroit, Mich. 

Embosograf Corp. of America, 38-44 W. Twenty- 
first St., New York City. 

International Clearing House of N. Y., Inc., 
303 Fifth Ave., New York City. 

> Melzer Co., 915 Filbert St., Philadelphia, 


a. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

J. B. Timberlake & Sons, Jackson, Mich. 

Voigt Co., Twelfth and Montgomery, Philadel- 
phia, Pa. 

Wrought Iron Craftsmen, Inc., 162 W. Eighteenth 
St., New York City. 


DISPLAY FIXTURES—WOOD 
The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 
Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Detroit Store Fixture Co., 701 Gratiot Ave., 
Detroit, Mich. 
— Center, 1440 Broadway, New York 


Ever Ready Wood Working Co., 808 E. Fifth 
St., New York City. 
S. M. Melzer Co., 915 Filbert St., Philadelphia, 


Pa. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

< % e Mfg. Co., 162 Clifford St., Providence, 


The Varnum Mfg. Co., Inc., 116 E. Chicago St., 
Jonesville, Mich. 


DISPLAY FIXTURES—WROUGHT IRON 
= oe Center, 1440 Broadway, New York 


S.-M. Melzer Co., 915 Filbert St., Philadelphia, 
a. 


DISPLAY FORMS 

The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 

International Clearing House of N. Y., Inc., 
303 Fifth Ave., New York City. 

Metropolitan Display Fixture House, Inc., 122 
Fifth Ave., New York City. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

sag Form Co., Inc., Aurelius Ave., Auburn, 


DISPLAY NOVELTIES 
™ Adler-Jones Co., 651 S. Wells St., Chicago, 


Or’Egon, 2250 Rockwell Ave., Cleveland, Ohio. 
— Mfg. Co., 162 Clifford St., Providence, 


DISPLAY RACKS 


Bronson Reel Co., Bronson, Mich. 
Burr Oak Mfg. Co., 20 E. Jackson Blvd., Chi- 
cago, Ill, 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Iil 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When Writing to Any of These Concerns.) 
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Complete Trade Directory of Window Display and Store Equipment, Decoratives, Accessories and Specialties 





FABRICS FOR DISPLAY 
The Felters Co., Inc., 99 Bedford St., Boston, 


Mass. 

Hy-Sil Mfg. Co., Revere, Mass. 

Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


FELT 
The Felters Co., Inc., 99 Bedford St., Boston, 
Mass. 


FLOOD LIGHTS 
The Frink Corp., 369 Lexington Ave., New York 
City. 


FORMICA 

The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 

FURNITURE FOR SHOW WINDOWS 
Ever-Ready Wood Working Co., 808 E. Fifth 
St.. New York City. 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

GELATINE SHEETS 

Rosco Laboratories, 367 Hudson Ave., Brooklyn, 
N. 


GOLD FOIL 
Lehmaier, Schwartz & Company, 511-41 West 
Twenty-fifth St., New York City. 


HOSIERY DISPLAY FORMS 
Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N. Y. 


JEWELRY FIXTURES 
Morel Mfg. Co., 38 W. Thirty- second St., New 
York City. 


LAMP COLORING 
noe i. aes 367 Hudson Ave., Brook- 
yn, 


LETTERING BRUSHES 
Dick Blick Co., Galesburg, Ill. 
a ong Daily, Inc., 126 E. Third St., Dayton, 


0. 
*. E. Watson Co., 164 W. Lake St., Chicago, 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 
Newton-Stoakes-Faust Pen & Ink Mfg. Co., 
Pontiac, Mich. 


LIGHTING FIXTURES—STORE 


Voigt Co., Twelfth and Montgomery, Phila- 
delphia, Pa. 


LITHOGRAPHED DISPLAYS 
Erie Litho. & Ptg| Co., Erie, Pa. 
=> Sheinkman, 2 Duane St., New York 


The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 


MANNEQUINS 
J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 

Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 122 Fifth Ave., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. ' 

United Display Service, Inc., 440 S. Dearborn 
St., Chicago, Ill. 


MECHANICAL FIGURES 
Metropolitan Display Fixture Clearing House, 
Inc., 122 Fifth Ave., New York City. 


, MIRRORS 
Or’Egon, 2250 Rockwell Ave., Cleveland, Ohio. 


MODEL DISPLAYS 
Francis W. Kramer Studios, 5252 W. Kinzie St., 
Chicago, Ill. 


MOTION DISPLAYS 
Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 
The Reinhold Studio, 8 Upham St., Revere, 
Mass. 


MOTOR SAW 


The International Stimping Co., 400 N. Leavitt 
St., Chicago, Ill. 


NORTH RIDGE PINES 
North Ridge Brush Co., Inc., Freeport, Ill. 


ORNAMENTS—WOOD 


Klise Mfg. Co., Inc., 50 Cottage Grove Ave. 
S. W., Grand Rapids, Mich. 


PAPIER MACHE DECORATIONS 


Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 
Botanical Decorating Co., 319-27 W. Van Buren 
St., Chicago, Ill. 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
Miracle Fabrics Co., 180 Madison Ave., New 
York Ci 


POSTERS 

Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 

Flamingo Adv. Co., 420 Lexington Ave., New 
York City. 

Lutz & Sheinkman, 2 Duane St., New York 
City. 

The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 


PROJECTORS—ENLARGING 
a ala Co., 92 E. Lakeview, Columbus, 
0. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 
Detroit School of Lettering, 155 Stimson Ave., 
Detroit, Mich. 
The Koester School, 314 S. Franklin St., Chi- 
cago, Il. 
Morey School of Decorative Advertising, 107 
Arlington St., Boston, Mass. 


SCHOOLS—WINDOW DECORATING 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill 


SCREEN PROCESS DISPLAYS 


The Davis Bulletin Co., Inc., 10-16 Lock St., 
Buffalo, N. Y. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SCROLL SAWS 
The International Stamping Co., 400 N. Leavitt 
St., Chicago, Ill. 


SHOE DISPLAY FORMS 
Shoe Form Co., Inc., Aurelius Ave., Auburn, 


SHOW CARD BOARD 
Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 


SHOW CARDS 
Embosograf Corp. of America, 38-44 W. Twenty- 
first St., New York City. 
The U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio; Baltimore, Md.; Brooklyn, N. Y. 


SHOW CARD COLORS 
Dick Blick Co., Galesburg, Ill. 
= Daily, Inc., 126 E. Third St., Dayton, 
0. 


SHOW CARD PRINTING OUTFITS 
National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
Dick Blick Co., Galesburg, Ill. 


~~ L. Daily, Inc., 126 E. Third St., Dayton, 


0. 

Geo. E. Watson Co., 164 W. Lake St., Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


SHOW CARD SYSTEMS. 


Embosograf Corp. of America, 38-44 W. Twenty- 
first St., New York City. 


SIGNS—BRASS AND BRONZE 


Art In Bronze Co., Imc., 1621 E. Forty-first 
St., Cleveland, Ohio. 


SIGNS—WOOD 


Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


SILK SCREEN PROCESS SUPPLIES 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SPOT LIGHTS 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STAINED GLASS EFFECTS 
Windowphanie Corp., 11 E. Fourteenth St., 
New York City. 


STENCIL CUTTERS 
The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


STORE ARCHITECTS 
The Kawneer Co., Niles, Mich. 


STORE FIXTURES 
The Atlas Fixture Co., 2250 Rockwell Ave., 
Cleveland, Ohio. 
Ever-Ready Wood Working Co., 808 E. Fifth 
St., New York City. 


STORE FRONTS 
The Kawneer Co., Niles, Mich. 


TIN FOIL 
Lehmaier, Schwartz & Company, 511-41 West 
Twenty-fifth St., New York City. 


TURN TABLES 
Electric Window Salesman Co., Inc., 46 Corn- 
hill, Boston, Mass. 


VALANCES 

Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Botanical Decorating Co., 319 W. Van Buren 
St., Chicago, Ill. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

S. Goldberg Mfg. Co., S. W. Cor. Sixth and 
Arch, Philadelphia, Pa. 


VELOURS 
Miracle Fabrics Co., 180 Madison Ave., New 
York City. 


VELVET-COVERED FIXTURES 
Morel Mfg. Co., 38 W. Thirty-second St., New 
York City. 


VELVET-COVERED JEWELRY DISPLAY 
FIXTURES 


C. Weinstein, 30 E. Fourteenth St., New York 
City. 

Morel Mfg. Co., 38 W. Thirty-third St., New 
York City. 


WALL BOARD 
Cornell Wood Products Co., 307 N. Michigan 
Ave., Chicago, Ill. 


WAX FIGURES 
Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


WINDOW BACKGROUND SERVICE 
United Display Service, Inc., 440 S. Dearborn 
St., Chicago, Ill. 


WINDOW DISPLAY INSTALLATIONS 
Window Advertising, Inc., 300 Fourth Ave., 
New York City. 


WOOD CARVINGS 
Klise Mfg. Co., Inc., 50 Cottage Grove Ave., 
S. W., Grand Rapids, Mich. 


WOOD-WORKING SAWS 
The International Stamping Co., 400 N. Leavitt 
St., Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns.) 
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DISPLAY CLUB CHRONICLES 


PORTLAND, ORE. 
Reported by Rollin Trumbull, Jr. 


The Portland club is finally being recognized as a civic 
organization and is being called upon at different times 
throughout the entire year to assist or cooperate in some 
civic enterprise. 

During the publicity period on this spring’s opening, held 
March 20 to 22, inclusive, several of the Portland displaymen 
were given publicity in the local papers. In these articles, 
a brief history of themselves, their ideas and a hint as to 
their plans for the opening event were given. 

The club offered its assistance in an advisory way to 
the smaller merchants who wished help on their opening 
windows, and quite a few of them took advantage of the 
offer. 

At our last regular meeting, held March 24, a nice friendly 
discussion was held on the spring opening windows in Port- 
land this year. Opinions were gathered on all the windows, 
the displays being criticized constructively with the idea of 
helping each other in the future. Ideas were voiced as to the 
amount of merchandise that should be shown in each window, 
lighting effects, color harmony and heighth and depth of 
windows. Then the discussion got twisted in some way ‘so 
that we were talking about the amount of money the club 
owes. This discussion got rather heated, so we adjourned to 
meet again on the following Wednesday. 

At this meeting it was decided to give a stag banquet in 
the near future, which, if all plans are carried out, will pe 
some affair. About which I’ll tell you all later. 


MINNEAPOLIS, MINN. 
Reported by Ben J. Millward, Secretary 

A very interesting meeting was held by the Minneapolis 
Association of Display Men at their noon meeting, held in 
the New England Tea Rooms on Tuesday, March 4. 

Some very interesting discussions took place and plans 
were discussed in regard to putting on an intensive drive for 
new members. At that meeting we received an invitation 
from one of the leading wholesalers in this section to have a 
joint meeting of the St. Paul and Minneapolis Display Men 
in their display department, and put in some competitive 
windows. This firm donated $50 to be awarded in prizes. 

A committee consisting of Val Thomas as chairman, Mr. 
Neverdahl and A.W. Anderson, was appointed to meet a 
similar committee from St. Paul to discuss the details of this 
invitation. We will report more on this next month. 

The resignation of A. W. Anderson as treasurer and secre- 
tary was regretfully accepted, and a vote of thanks was ex- 
tended to him for his past work. Ben J. Millward was 
elected to fill the vacancy. 


ST. PAUL, MINN. 


Robert Buss, assistant display manager of Schunemans & 
Mannheimers, department store, was elected president of the 
St. Paul Association of Display Men at the organization’s 
annual meeting recently. Miles Stransky, of the Golden 
Rule, was chosen treasurer; Harold Kneeland, of Maurice 
L. Rothschild & Co., vice-president, and Orville Bennett, of 
Montgomery Ward & Co., secretary. 

The new president named a finance committee consisting 
of William Boardman, of Schuneman’s; Mr. Kneeland, and 
Frank Queff, both of Rothschild’s. Ward Waters was ap- 
pointed a committee of one on employment. 

A program mapped out for the year will consist largely 


of lectures and demonstrations designed to appeal to and 
develop the young members of the display staffs. Talks on 
color and harmony will be given by A. G. Munroe, display 
manager of Schunemans & Mannheimers. Others at later 
dates will discuss layouts, lighting, and other technical 
problems. 


OMAHA, NEB. 
Reported by Frank Fiala, Secretary 


The election of officers took place two weeks ago at the 
Rome Hotel meeting and luncheon, which is held every 
Wednesday noon. Those elected were Einar Olsen, Herz- 
berg’s, president ; Herb Lawrence, Haas Bros., vice-president; 
F. Fiala, Thompson, Belden Company, secretary-treasurer. 

The club is still going strong and most all the boys turn 
out nicely and cooperate. 

Herzberg’s had a spring opening last week and it was very 
nice. Olsen covered his entire background and changed the 
color scheme, making a nice effect. Thompson-Belden’s have 
their opening the week of March 17 to 22. We held an open 
house Tuesday evening, March 18. We opened at 8 o’clock 
till 10. Hada style show, music, entertainment, refresh- 
ments on the fourth floor. No- merchandise was sold and no 
prices or card stands were out, just a beautiful display 
throughout the entire building. 

The interior has been redecorated and opened to the public. 
Tuesday evening for inspection. Every employee was dressed 
at his best. Our windows were all remodeled changing the 
entire background. The background was made in gray felt 
and natural wood, valances in back and plain wood moulding 
and trimmings making an odd and modernistic showing. The 
merchandise in the windows was very high-class but very 
little was shown. Dresses were priced from $125.00 to $200.00 
each. Ready-to-wear was imported and sure made a showing, 
over ten thousand people visiting this store that evening. 
Palms, decorations of all sorts were used inside; the entire 
color scheme in counters, ledges, floors, etc., was carried 
out in green. 


DAYTON, OHIO 


Reported by Everett W. Quintrell, President 

The members of the Dayton Association of Display Men 
met recently at the Chamber of Commerce where plans were 
discussed for the Annual Home Products Week Exhibit, 
which will be held this year on April 22 to 29. About two 
hundred manufacturers will be represented in the windows of 
the merchants of the city. Tuesday, April 22, has been desig- 
nated as “window shopping night” at which time we will have 
a mammoth Boy Scout parade. Invitations have been sent 
to the school children of the city to visit the factories during 
this week. 


Blue Pinnell, formerly with Woolf Bros.’ St. Louis unit, 
has taken charge of windows for Wolff’s men’s clothing and 
furnishings, succeeding Gene Murray, who has engaged in 
free-lance work. Pinnell came to St. Louis four years ago, 
and, after two years with the St. Louis branch of Woolf’s, 
went to the Kansas City store. Following two years of work 
with this store, he went with Spiner’s, of Wichita, Kan. 


L. M. Babb, formerly display manager for the Paris, Great 
Falls, Mont., and more recently merchandise manager for 
Strain Bros., at Helena, has returned to Great Falls, where he 
will manage the ready-to-wear department of Strain Bros.’ 
local unit. 
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TELEPHONE CHELSEA 3272 


Metropolitan 


Display 
Fixture 
Clearing 


House, Inc. 


NEW YORK 


122-124 Fifth Ave. 


MR. A. BAHSSIN, Pres. 


Buyers and 
Distributors of 
NEW 
and 
USED 
DISPLAYS 
of every 


description 


MR. J. KUSHNER, Treas. 


SALESMEN WANTED 
to enjoy wonderful earnings on the 
finest Solid Walnut Fixtures at low- 
est prices ever offered. 


ART FIXTURE MFG. CO 
St. Louis, Mo. 











WANTED 


10,000 dispiaymen, side line and specialty 
salesmen to see the new Universal Bag 
Stand and patented Universal Card Stands. 
They are distinctive. Prepaid set of 
samples, 25 cents. 


UNIVERSAL SPECIALTY CO., 
1120 Kenneth Ave., Beaumont, Texas 








DISPLAY MANAGER 


Eight years’ experience in modern depart- 
ment store in city of 140,000 population. 
Can furnish photographs of displays. 
Sample of cards and references upon 


request. 
Address “P. T.,” 
Care DISPLAY WORLD. 














STA TIE SUPPORT 
Use the new Sta Tie Support and sell 
more neckwear. Send your order in 
now. Only $3.00 per dozen. 
W. B. SPECIALTY SALES CO. 
1001% E. 7th St., Duluth, Minn. 








POSITION WANTED 


Display Fixture Salesman, age 
43, now managing a display fix- 
ture business in New York City, 
over twenty years’ experience; 
seeks new position. Present con- 
tract expires May 1. 


Address “B. I.” 
Care DISPLAY WORLD 








POSITION WANTED 


Window trimmer with seven years’ 
experience. Can do backgrounds, pic- 
torial painting, signs and show cards. 
Ten years’ experience in the auto, 
radio, sporting goods. business. 
Twenty-two years’ experience as 
clerk. Can give A-1 references. Have 
own equipment. Thirty-eight years 
old, single and will accept position 
as assistant. Particulars on request. 


Address “C. M. L.” 
Care DISPLAY WORLD 





FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS.. Made of heavy fleece-lined 
Jersey cloth, 75¢ pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 2, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 
South Benton Way, Los Angeles, Calif. 











DISPLAYMEN, Display Services, Sales- 
men and Selling Agencies, we have a very 
attractive proposition to offer in the 
handling of our complete line of quality 
window display and store equipment. 
Further particulars and copy of new 
Catalog “G” upon request. The Cincinnati 
Show Case & Display Fixture Works, 232- 
240 Main St., Cincinnati, Ohio. 

















MR. DISPLAY MAN 


You'll find it PROFITABLE to keep in touch with us! 


sx - DISPLAY po 


AND 
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of Every Description 


What can we sell you? 


What have you to sell? 


DISPLAY CLEARING CORPORATION 


16 West 30th Street 
New York 


Tel. Bogardus 2184 


Mechanical Christmas 


Attractions 


BOUGHT OR EXCHANGED 


Save Storage By Selling Now 
Also Specializing on 


Parisian Wax Figures and 
Mannequins 








WANT ADS $1.50 PER SINGLE COLUMN INCH. FORMS FOR MAY CLOSE FRIDAY, MAY 12. 
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Gotham Convention 
(Continued from page 69) 


shape, color, material or combination may be used. Lettering 
may be done with brush, pen or airbrush or combination. 


Prizes in All Classes 


First prize—Silver medal and 15 points on grand prize. © 

Second prize—Biue ribbon and 10 points on grand prize. 

Third prize—Red ribbon and 5 points on grand prize. 

Grand’ prize—A silver loving cup and title of “Champion,” 
to be awarded to the member winning the greatest number of 
points. 

Second highest number of points—Silver loving cup. 

Third highest number of points—Silver loving cup. 


Send all photographs and contest matter, fully pre- 
paid, to Victor W. Sebastian, secretary, 151 Fifth Ave- 
nue, New York City, N. Y. 





.. Convention Jottings .:. 


O. D. Grimes, display manager of the “Palais Royal,” 
Washington, D. C., spent three days in New York going over 
final plans for the new $10,000 window lighting scheme to 
be installed by Palais Royal for the coming season. 

Mr. Grimes, while here, made reservations for himself 
and his assistant, Mr. Neff, at the Pennsylvania Hotel for 
the Eastern Displaymen’s Convention in June. 


Nat Siegel, of Display Arts Company, who arrived in 
town after an extended southern trip, informs members of 
the Metropolitan Displaymen’s Club that the boys of Atlanta, 
Charleston and Norfolk are sending in their hotel reserva- 
tions and are also priming themselves to clean up in the 
Eastern Division Displaymen’s Convention photo contest. 


A. W. Mallet, display manager for Luckey-Platt Com- 
pany, Poughkeepsie, N. Y., on a visit to New York recently, 
expressed his views on convention matters and has agreed to 
give a demonstration as well as his service on the educational 
committee. 

Mr. Mallet was agreeably surprised at the enthusiasm 
displayed by the long list of manufacturers who will exhibit 
at the Eastern Division Displaymen’s Convention, June 9 to 12, 


Peter Bellaire, display manager of the Siegel store in 
Detroit and incidently one of the first displaymen to use 
“moderns” in display, in a communication to W G.. Bill, of 
the Hecht Company, New York, says he will be glad to give a 
talk on “moderns” and will be among the delegation coming 
from Detroit to the Eastern Division Displaymen’s Conven- 
tion at Hotel Pennsylvania, June 9 to 12. 


All railroads leading to the New York Displaymen’s Con- 
vention have granted reduced fare rates. When you purchase 
your ticket ask for the fare and one-half slip. Without this 
slip you will not be granted fare and one-half. Again, ask 
for your refund slip when purchasing railroad tickets. 


Fred Johansen, director of display for the John Shillito 
Company, Cincinnati, Ohio, made a hurried trip to New York 
recently for some special settings in conjunction with the 
store’s Easter exhibit. Mr. Johansen, a past master of dis- 
play, brings the good news that a delegation of displaymen 
from his city will be on hand for the Eastern Division Dis- 
playmen’s Convention June 9 to 12. 

Mr. Johansen, incidently, is on the convention program for 
some new “wrinkles” on live model draping. 


E. C. Shields, display director for the Van Story Men’s 
Shop of Greensboro, N. C., in a communication to convention 
headquarters says the boys of the south are, “hot” for New 


‘York and are bringing some good old “home-cooked” southern 


surprises along with them. Thanks lots, “Harvey,” we'll be 
see’in you! 
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A Remarkable Piece of Work—50 
And . . . Made with the 


Mr. Allen H Hodgson, of the U. S. Forest Service, fn 
his description of the above great relief map, writes— 


“Sheets of cardboard, .20 of an inch thick (which on the scale 

equaled 10 feet of elevation) were used as haze material. A 

piece of cardboard was laid flat, and a sheet of carbon paper 

was spread over it. The vellum paper tracing of contours 

was laid over the carbon paper and the contour representing 

the lowest elevation, on the unit, was traced with a sharp 

pencil so that its outline was carboned onto the cardboard. 

The marked cardboard was then cut aong the carboned con- 

tour line by the Cutawl, a machine operating on the principle 

of a sewing machine except that, instead of a needle, a small 

chisel is used. Four of these machines were used. (As these 
machines could cut through three sheets of cardboard as 

easily as through one, two blank sheets were placed under 

the marked one, and triplicate copies were cut out.) The 

sheet of cardboard thus cut out was then glued and tacked 

down to a wooden base, about three-quarters of an inch thick, made of 
several thin layers of white pine with the grain of the wood in each 
layer running in an opposite direction from that of the layer next to it. 
This was to eliminate expansion and contraction. The same process 
was then repeated for the second lowest contour, it being tacked and 
glued to the first sheet of cardboard laid down—and so on up until the 
form of the relief map was completed by finally gluing down the piece 
of cardboard representing the highest contour. The highest elevation 
on the map is about 3,500 feet, which would be represented in thickness 
on the map by 350 sheets of .20 inch cardboard. In some cases, how- 
ever, in order to save cardboard and weight, the interior of high units 
was built up with slabs of light wood or by leaving hollow places. 
Great care was taken, of course, in centering the sheets of cardboard 
so that the contours on the relief map took the correct relative posi- 
tion to each other when glued down.” 


You will find the Cutawl equally effective in your work. Let 
us tell you in detail about the Cutawl and our liberal 10-day 
trial offer. Our 24-page Catalog, in colors, gives illustrations 
and many attractive displays from all over the world. May we 
send it to you? 


The INTERNATIONAL REGISTER CO. 


CHICAGO, ILL. 


13 SOUTH THROOP ST., 





Feet Long, 30 Feet Wide 


Everywhere you see evidence of the remark- 
able displays, and signs that are made pos- 
sible with the Cutawl. Clean, sharply cut, 
finely executed productions are possible and 
in a fraction of the time hand cutting requires. 


No matter how intricate the design to be cut, 
or how large (or small) the display to be pro- 
duced, this marvelous cutting tool does the 
work quickly and easily. It cuts in any plane 





—horizontal, vertical or oblique. 





MAIL THE COUPON TODAY. 


fee esse FSeelF SSeS See8 88888 8888880882888 


THE INTERNATIONAL REGISTER CO., 
13 South Throop St., Chicago, Il. 


I’m interested in what you say about Cutawl. 
Please send me details of your 10-day Free 
Trial Offer and the 1930 catalog. 


Name.... 


LC a 


LC \ | ene ree ii te 

















Use this nation-wide 


WINDOW DISPLAY SERVICE 


that permits advertisers to get the most out of window displays 


Window displays must be dis- 
played in order to sell. Window 
Advertising, Inc., provides the 
assurance of more effective in- 
stallations, the most accurate 
coverage, on the most eco- 
nomical basis. 


Scores of national advertisers 
have proved to their absolute 
satisfaction that here is the only 
complete installation service in- 
corporating these vital features 
in one contract : 


Specialized counsel and 
cooperation based on 


20 years’ experience of our 
executives in window dis- 
play work, and a thorough 
knowledge of outlets avail- 
able in the drug, hardware, 
grocery and other trades. 


Distribution and _ in- 
stallation of displays to 
retailers in: any locality de- 


WINDOW ADVERTISING, 


300. FOURTH AVE. 


ILLIAMS | 
m8 35 O53 FREE | 


F. L. Wertz, President 


sired, with complete elimina- 
tion, for the advertiser, of 
every detail of shipping, 

cking, warehousing and 
fnsurance. 


Assurance of expert 
handling of each _ in- 
stallation by trained men. 


“Our: organization embraces 96 


Key’ cities, providing controlled 
service in more than 3,000 cities 
and towns. 


Our studio contains a full-size 
store front, including two win- 
dows which are used as a “lab- 
oratory” where window arrange- 
ments are created, studied and 
finally approved. Let us tell you 
how you can use these sample- 
windows without cost or obliga- 
tion. Let us show you how this 
unified service can increase your 
return from your investment in 
window displays. 


INC. 


NEW YORK CITY 





American Agricultural Chemical 


Co. 
Batten, Barton, Durstine & 
Osborn, Inc. 
Bristol-Myers Company 
Colgate-Palmolive-Peet Company 


A FEW OF OUR CLIENTS 


Industrial Alcohol Institute, 
nc. 

Colin B. Kennedy Corporation 

J. Walter Thompson Company 

The Knox Company 

Kress & Owen 


Lehn & Fink, Inc. 

H. K. Mulford Company 

The Musterole Company 

R. J. Reynolds Tobacco Co. 
E. R. Squibb & Sons 

Vick Chemical Company 

The J. B. Williams Company 














